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[HRACAT FINANSMANINDA BANKA SECIMINi ETKILEYEN FAKTORLER:
TURKIYE ORNEGI

Bahari, Soraiya
Isletme Yiiksek Lisans Programi
Ogrenci Numaras1: 204040005
Open Researcher and Contributor ID (ORC-1D): 0000-0002-9336-8183
Ulusal Tez Merkezi Referans Numarasi: 10564624

Tez Damismani: Dr. Ogr. Uyesi Nihat Giimiis
Agustos 2023, 83 Sayfa

Ihracatcilar, uluslararas1 ticaret islemlerini kolaylastirmak igin siklikla ticaret
finansmanina gilivenirler ve bir banka sec¢imi, bu islemlerin basarisin1 6nemli 6l¢iide
derinden etkileyebilir. Bu ¢alisma, ihracatcilarin Tirkiye'de bir banka secerken goz
onlinde bulundurduklar1 kilit faktorleri belirlemeyi hedeflemektedir. Bu amaci
gerceklestirmek icin banka se¢imine iliskin dnemli kriterlerin ¢esitli aragtirmalarda
stirekli olarak vurgulandigi faktorlerden yola c¢ikarak kavramsal bir cergeve
gelistirilmistir. Birincil arastirma araci olarak bes puanli Likert 6l¢egi kullanilmis ve
katilimcilarin otuz iki degisken iizerindeki anlasma veya katilmama diizeyleri
dleiilmiistiir. Istatistiksel analizler, Sosyal Bilimler Igin Istatistiksel Paket (SPSS) ve
Microsoft Excel kullanilarak gergeklestirilmistir. Bu g¢alismanin aragtirma Ornegi
toplamda 130 katilimciy1 icermektedir. Veri analizi, birbirleriyle iligkili degiskenleri
daha kapsamli temel faktorlere dahil etmeyi amaglayan kesfedici faktor analizi
icermistir. Yanitlar1 degerlendirmek icin temel bilesen analizi, varimax dondiirme
yontemiyle kullanilmistir. Farkli faktor gruplarindaki yanitlarin  giivenilirligini
degerlendirmek i¢in Cronbach alfa kullanilmistir. Analiz sonuglari, ihracatcilarin
banka se¢imini etkileyen en Onemli ii¢ faktoriin giivenlik ve dolandiricilikla
miicadele 6nlemleri (ortalama puan 4.60), bankanin yirmi dort yedi miisteri destegi
saglamasi (ortalama puan 4.59) ve islemlerin hiz1 ile verimliligi (ortalama puan 4.55)
oldugunu gostermektedir. Temel bilesen analizi ¢ikarma yontemi kullanilarak elde

edilen dondiiriilmiis bilesen matrisi, otuz iki degiskeni etkili bir sekilde bes ana



iliskili faktor grubuna ayirmustir; Cesitli Uriin ve Hizmet Teklifleri, Bilgi Ustiinliigii
ve Yiiksek Kaliteli Hizmetler, Banka Siniflandirmasi, Pazarlama Stratejileri ve
Miisteri Sadakati ve Banka itibari. Genel olarak, bu calisma, Tiirkiye baglaminda
ihracat¢ilarin banka secim stireglerini etkileyen faktorlere dair Oonemli bilgiler

sunarak, karar verme davranislarini aydinlatmaktadir.

Anahtar Kelimeler: Bankacilik, Banka Sec¢im Faktorleri, Ticaret Finansmani,

Tirkiye.



ABSTRACT

FACTORS AFFECTING BANK SELECTION IN EXPORT FINANCING: THE
CASE OF TURKEY

Bahari, Soraiya
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Open Researcher and Contributor ID (ORC-1D): 0000-0002-9336-8183
National Thesis Center Reference Number: 10564624

Thesis Supervisor: Asst. Prof. Nihat Giimiis
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Exporters frequently rely on trade finance to facilitate international trade
transactions, and the choice of a bank can profoundly impact the success of these
transactions significantly. The current research aims to identify essential factors that
exporters consider when selecting a bank in Turkey. We developed a conceptual
framework to achieve this goal, drawing from consistent factors highlighted in
various studies as critical criteria for bank selection. Employing a five-point Likert
scale questionnaire as the primary research instrument, participants' agreement or
disagreement levels were measured across 32 variables. Statistical analyses were
conducted using Statistical Package for the Social Sciences (SPSS) and Microsoft
Excel. The research sample for this study encompassed a total of 130 participants.
Data analysis involved an exploratory factor analysis, aimed to insert interconnected
variables into more comprehensive underlying factors. Principal Component
Analysis, employing the varimax rotation method, was utilized to analyze the
responses. Internal consistency was assessed through Cronbach's alpha test to ensure
reliability across different factor groups. The analysis results indicate that the top
three influential factors guiding bank selection among exporters are security and anti-
fraud measures, twenty-four-seven customer support, and speed and efficiency of
transactions. Utilizing the Principal Component Analysis extraction technique, the
rotated component matrix effectively grouped the thirty-two variables into five major

Vi



correlated factors: Diverse Product Offerings and Services, Informational Excellence
and High-Quality Services, Bank Classification, Marketing Strategies and Customer
Loyalty, and Bank Reputation. Overall, this study contributes valuable insights into
the decision-making process of bank selection among exporters, shedding light on

the factors influencing their choices within the Turkish context.

Keywords: Banking, Bank Selection Factors, Trade Finance, Tiirkiye.

vii



DEDICATION

To My Family

viii



ACKNOWLEDGEMENT

I am deeply thankful to my supervisor, Dr. Nihat Giimiig, for his invaluable
guidance, unwavering support, constructive criticism, and motivating feedback
throughout this research. His encouragement, belief in my abilities, and dedicated
involvement have shaped my journey towards success. Working with him has been

an enriching honor.

| also wish to express my deep gratitude to my friend and co-worker, Cesur Yiiksel,
whose constant encouragement, support, and guidance have been the basis of my

perseverance, and my co-workers in Koz Gimriik Miisavirligi Itd.sti.

| thank my friends and classmates — Nouha Fathi and Rufaidah Taleb — who

consistently offered encouragement, solace, and companionship.

I extend my sincerest thanks to everyone who has played a role in shaping this
journey, whether through guidance, support, or understanding. Your contributions
have been invaluable, and I am truly blessed to have such incredible individuals in
my life.

Soraiya Bahari
ISTANBUL, 2023



TABLE OF CONTENTS

[0/ /70RO iv
ABSTRACT et Vi
DEDICATION . ...t nneas viii
ACKNOWLEDGEMENT ..ot IX
TABLE OF CONTENTS ... .o X
LIST OF TABLES ... ..ot Xiii
LIST OF FIGURES ... .o XV
LIST OF SYMBOLS AND ABBREVIATIONS ..o, XVi
CHAPTER | INTRODUCTION. ..ottt 1
1.1, INernational TrAGE ........coviiiiiiiiie e 1
1.1.1. International Trade iN TUIKEY......c.coviiiiiieiee e 3
1.1.2. EXPOITIN TUIKEY ..o 4
1.2. International Trade FINANCE..........cccooiiiiiiiiiie s 5
1.2.1. Banks’ Role in Global Trade.........cccccveeiiieiiieeiiiie e 6
1.2.2. Payment Methods in International Trade ..........ccccocevvevieveiicce e 7
1.3. Trade FINANCE IN TUIKEY ......eccvieiiiie ettt 11
1.3.1. Banking INAUStry in TUIKEY .......ccveiieiiiieceee e 14
1.3.1.1. EXim Bank in TUIKEY ......ccvoiviiieie et 14
1.4. Bank Selection DY EXPOITEIS .......ccveivieieiiecie et 15
1.5. Problem Statement ..o 16
1.6. RESEArCh ODJECLIVE.....ccueciiciiccieee e 17
1.6.1. General ODJECTIVE .......ccui it 17
1.7. ReSEArC QUESTION ......cuveieieiecieee et 17
1.8. RESEAICN STIUCTUIE......cuiiiiieie e 18
CHAPTER Il LITERATURE REVIEW ..o 19
2.1. Bank Selection Criteria .........cuvveiveriiiesie et 20



CHAPTER 11l METHODOLOGY AND APPLICATION........cccovviniiiiiiennn, 28

3.1, SEUAY DBSIGN .ttt nre e nnes 28
3.1.1. DeSCriptive RESEAICH ......cc.oiiiiiiiiieieecee s 28
3.1.2. QUaNtitative RESEAICN.........cuiiieieiie e e 28
3.2. COlIECtION OF DALA ....c.coveviiiiiieiiiiee e 29
3.3. QUESTIONNAITE DESIGN ...c.vievieciieieee et re s 30
3.4. Objective of the StUAY .........ccoeeiieie e 31
3.5. Reliability MeasuremMent ..........cccoceiieieeie et 31
3.6. Analysis of Pearson Correlation Coefficient............ccccovveveiieiicic i 32
CHAPTER IV RESULTS AND DISCUSSION ......cooiiiiiiiiiereeesee e 33
4.1, Data ANAIYSIS ...occveeieiieii e 33
4.2. EMPITICALI RESUILS .....o.eiiiiiiiiiiceie e 34
4.2.1. Participants' Demographic Information in the Survey ...........c.ccoceovieenn, 34
4.3, FACIOr ANAIYSIS ..ottt et 43
4.3.1. DeSCrIPLIVE STALISTICS .....veveiiiiieiiieiieie et 44
4.3.2. Reliability Test for Variables ... 45
4.3.3. Normality Test for Variables. ... 46
4.3.4. COrrelation ANAIYSIS.......cccoiiiiiiiiiieieie s 46
4.3.5. Testing for Sampling AdeQUACY ..........coeeieieeiieiie e 47
4.3.6. Principal Component ANalYSIS.........ccciieieiieieiie e 47
4.3.7. SCree PIOt ANAIYSIS........cviiiiiiiieiecee st 48
4.3.8. COMMUNAITIES. ..ot 49
4.3.9. Exploratory Factor ANAIYSIS.........ccciveiiiieieeieiie e 50
4.3.10. Frame Work of the Study .......ccccooiiiiiiiiic e 51
4.3.11. Reliability Test of Extracted FaCtors.........ccccoeveviiiiieiie e 52
4.4. Association of Extracted Factors and Bank Preferences...........cccoovvvvienenn. 53
4.5. Association of Extracted Factors and EXport SECtor..........ccccovvvvviieieniennn, 54

Xi



4.6. Association of Extracted Factors and Export Target Country .............cceueeee. 56

4.7, DISCUSSION ...ttt ettt bbbttt b et b ettt 57

4.7.1. Overview of Statistical ANAIYSIS .......cccooeriiiiiiiieee e 57
CHAPTER V CONCLUSIONS. ... 61

5.1. Practical Implications and Study LImitations ...........ccccoceveiininininnineieen, 61
REFERENCQCES ... .. 63
APPENDIXES ... oot 71
APPENDIXE A .ot 71
APPENDIXE Bi... .o 72
APPENDIXE € ... 78
APPENDIXE D ...t 79
CURRICULUM VITAE ...ttt 83

Xii



LIST OF TABLES

Table 1.1. Comparison of Payment Methods.............ccooiiiiiieiiiiieeee 8
Table 3.1. Independent Variables in Selecting a Bank ...........ccccocevvvevviiieiieie s, 29
Table 3.2. Five-Point LIKert SCale ..o 30
Table 3.3. Guidelines for Reliability TeSt.........cccoveiiiiiiecece e, 32
Table 3.4. Correlation Coefficient RUIES ..o 32
Table 4.1. Demographic Profile of the Participants Based on Gender. .................... 34
Table 4.2. Demographic Profile of the Participants Based on Age. .......c.cccccevvvenen. 35
Table 4.3. Demographic Profile of the Participants Based on Nationality ................ 35
Table 4.4. Demographic Profile of the Participants Based on Education.................. 36
Table 4.5. Distribution Based on Operation Period of the Company. ............ccccoc..... 37
Table 4.6. Distribution Based on Export Business Period.............cccccovvrivniinninennn, 37
Table 4.7. Distribution Based on Number of Workforce...........ccccociinininiiinnenen, 38
Table 4.8. Distribution Based on Type of Export Transactions...........c.cc.ceeeveveeennen. 38
Table 4.9. Distribution Based on Industry of Export Activity of Participants........... 39
Table 4.10. Distribution of Participants Based on Target Country to Export............ 40

Table 4.11. Distribution of Participants Based on the Value of Annual Export........ 41

Table 4.12. Distribution of Participants Based on Shipment Methods...................... 41

Table 4.13. Distribution of Participants Based on Bank Credits They Apply........... 42

Table 4.14. Distribution of Participants Based on Types of Bank They Utilize........ 42

Table 4.15. Distribution of Participants Based on Using KOSGEB Program............ 43
Table 4.16. DeSCriptive StatiStiCS........cceviieiiiiieiiie e 44
Table 4.17. Case Processing to Do Reliability Test.........cccccvviviiiieiiiiniricieee, 46
Table 4.18. Reliability Statistics, Cronbach's Alpha TesSt.........ccccceveiiiiiniiniiinienn, 46
Table 4.19. Measure of Sampling Adequacy, KMO and Bartlett's Test.................... 47
Table 4.20. Results of Principal Component Analysis .........ccccoevvieninenenininiennn, 48
Table 4.21. COMMUNAITIES .......ocviiiiiiiiiieee e 49

Xiii



Table 4.22. Results of Rotated Component MatriX.........coccoieereiieiinnenieseene e 51

Table 4.23. Reliability Statistics, Cronbach's Alpha Test.........cccccveiiniiiiniinieiene, 53
Table 4.24. Association of Factors and Selected Banks ...........cccccoeiiiiiiiiiicee, 54
Table 4.25. Association of Factors and EXport SECOr..........ccevvveneiinininieieee, 55
Table 4.26. Mean of Factors for Target COUNIY .........cooveieiiienenesi e, 56
Table A.1. List 0f Banks iN TUIKEY .......coviiiiieiece e 71
Table B.1. COrrelation..........oociiiiriiiiieei e 72
Table C.1. Test Of NOrMality ......cccocoveiieiiee e 78

Xiv



Figure 1.1.
Figure 1.2.
Figure 1.3.
Figure 1.4.
Figure 1.5.
Figure 4.1.

Figure 4.2.

LIST OF FIGURES

GDP Growth and Worldwide Trade in Goods Volume, 2015 to 2024 ........... 2
Export Unit Value and Volume INGICES..........cccevvivieieeiieie e 4
The Process of Documentary Credit...........ccooeieeieneeninie e 10

Column Chart of Export Transaction Methods in Turkey, 2013-2022 ......... 13

Line Chart of Export Transaction Methods in Turkey, 2013-2022............... 13
SCIEE PlOT ... ittt nre s 49
Factors That Influence Exporters Bank Selection Decision.............ccc.ce...... 52

XV



ATM
BRSA
CGFS
etal.
EXIM
GDP
KMO
KOSGEB

L/C
PCA
SPSS
BB

LIST OF SYMBOLS AND ABBREVIATIONS

Automated Teller Machine

Banking Regulation and Supervision Agency
the Committee on the Global Financial System
And others

Export-Import

Gross Domestic Product

Kaiser-Meyer-Olkin

Kiiciik ve Orta Olgekli Sanayi Gelistirme ve Destekleme Idaresi
Bagkanlig

Letter of Credit
Principal Component Analysis
Statistical Package for Social Science

Tiirkiye Bankalar Birligi

TURKSTAT Turkish Statistical Institute

UR.C
WTO

Uniform Rules for Collection

World Trade Organization

XVi



CHAPTER I

INTRODUCTION

In global commerce, exporters play a vital role in fostering economic growth and
international connections. As trade barriers recede and market opportunities expand,
exporters facilitate the exchange of goods, services, and capital across borders,
serving as essential conduits for linking nations, cultures, and economies. Exporters
often rely on trade finance to navigate this complex landscape, a critical mechanism
that enables seamless cross-border transactions. Central to effective trade finance is
the selection of an appropriate banking partner. This seemingly straightforward
decision holds significant implications for the efficiency and success of international
trade. Beyond facilitating transactions, the chosen bank becomes a collaborative
partner, influencing cross-border exchanges' timeliness, security, and reliability.
Thus, the thoughtful consideration of the selected bank becomes a pivotal
determinant of an exporter's overall success and profitability. This introduction lays
the foundation for exploring of the crucial interplay between exporters, trade finance,
and bank selection. Our study delves into the multifaceted aspects of this
relationship, seeking to uncover the key factors that exporters weigh when choosing

banking partners for international trade.

1.1. International Trade

International trade encompasses the intricate web of interactions involving
exchanging goods, services, and capital across national boundaries, forging strong
connections between diverse countries and their economies. This dynamic process
fosters collaboration and cooperation as nations engage in a harmonious action of
commerce, enriching their markets and propelling global growth. It has been a
critical driver of globalization and has dramatically impacted the world economy. A
period of increased connectivity and interdependence within the global economy has
emerged due to the astonishing increase in the size of global trade over the last
decades (Lagarde, 2013).



As the World Trade Organization (WTO) reported, in 2022, global trade in goods
increased by 12% to $25.3 trillion USD, mainly due to the inflated prices of global
commodities. The commercial services trade value rose 15% to US$ 6.8 trillion in
2022. The WTO projects that the volume of world merchandise trade will increase
by 1.7% in 2023, followed by a further rise to 3.2% in 2024 (Figure 1.1) (WTO,
2023).Engaging in international trade bestows many favorable outcomes upon a
nation's economy. Among these benefits are the bolstering of gross domestic product
(GDP), the generation of employment opportunities, the cultivation of innovation,
the enhancement of efficiency, broader access to a diverse array of goods and
services, and ultimately, the fostering of accelerated economic development (Singh,
2010). The importance of international trade is further highlighted by the growth of
the global economy and the increasing interdependence of countries. The
globalization of markets and the rise of multinational corporations have made it
possible for goods and services to be produced and consumed on a global scale,
leading to increased economic integration and the creation of global supply chains
(Jones, 1965). Global trade is an essential component of modern economies, and the
significant advancements made to date would not have been possible without the
gradual reduction of international trade barriers (Berezvai, 2020).
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Figure 1.1. GDP Growth and Worldwide Trade in Goods Volume, 2015 to 2024

Source: WTO, Global Trade Outlook and Statistics, 2023




1.1.1. International Trade in Turkey

International trade, which makes it easier to exchange products, services, and capital
across national boundaries, is essential to the economic development of countries. In
the last few years, Turkey has continuously strived to strengthen its international
trade contacts and increase its market reach due to its advantageous position, diverse
economy, and ambitious trade policies. This country has emerged as a significant
player in the global marketplace, experiencing substantial growth in its international
trade activities. Turkey has witnessed remarkable international trade transformations
over the past few decades (Karagoz, 2016). Its advantageous geographic position as a
connection between Asia and Europe, established strong trade links with various
regions. According to the World Trade Organization, Turkey's total merchandise
exports and imports have witnessed a consistent upward trajectory in recent years
(WTO, 2023). This growth can be attributed to a combination of factors, including
liberalization policies, the expansion of manufacturing sectors, and the

diversification of export markets (Karagoz, 2016).

Preliminary figures from the Turkish Statistical Institute and the Ministry of Trade
show that exports in March 2023 were 23 billion and 595 million dollars, an increase
of 4.4% from the same month the previous year., and imports were 31 billion 936
million dollars, up 3.4% (TURKSTAT, 2023).

Automobiles, tractors, transport vehicles, and related equipment made up Turkey's
largest exports as of February 2023 and had a significant value of $2.19 billion.
Electrical products and electronics made a substantial contribution of $1.04 billion,
closely followed by machinery, mechanical devices, and components, with an export
value of $1.73 billion. In addition, exports of precious metals and gemstones totaled
$812 million, and the value of knitted apparel accessories contributed $767 million to

Turkey's exports over the same time.

On the other hand, Turkey's main imports in February 2023 totaled $6.54 billion,
primarily petroleum-based fuels, oil from minerals, and related goods. In addition,
machinery, mechanical equipment, and components imports totaled $2.7 billion,

while imports of precious stones totaled $4.08 billion. Additionally, during the



indicated period, $1.92 billion in electrical machinery and electronics and $1.97
billion in transport vehicles and associated components were imported (OEC, 2023).

1.1.2. Export in Turkey

According to the Turkish Exporters Assembly records, exports in the last 12 months
were 261 billion and 666 million, and the number of exporting companies has
exceeded more than 100 thousand. However, most of them are seasonal. The number
of companies with a stable monthly export record is around 30 thousand (TIM,
2023). From the point of view of logistics and transportation, Turkey holds
substantial advantages for international trade due to its recent growth in links with
international markets and advantageous geographic characteristics. Turkey enjoys
strategic positioning as a crucial entry point to the markets of European countries,
Middle Eastern countries, countries in the North of Africa, and Asia. Additionally,
the nation has invested in constructing multi-modal transportation networks that
include rail, road, air, and sea, supporting domestic and foreign trade in products and
services (Tongiir, Tiirkcan, & Ozgelik, 2020). The expansion of the transportation
infrastructure lowers the cost of importing the initial supplies and intermediate items
necessary for the production and export of final products and services This element is
essential since Turkey's export products primarily rely on many imported inputs
(Giindogdu & Saracoglu, 2016).

116.8r 120
, 115.5 y
190 o 115
110
160 160.6 163.3
148.0 105 o
100 3
100.8 1316 .., ®
g 130 % 3
e
s % g
100 95 2
80
70 1 75
04|05 |0s|o7|03|0s]|10]|11[12)01]|02|03|0s|0s|0e|o7|0s|0a|10[11]|42]01]|02]03]04
2021 2022 2023

mmm\/olume index =——Unit value index

Figure 1.2. Export Unit Value and Volume Indices

In April, there was an 18.1% decline in the overall export volume index compared to
the corresponding month of the last year (TURKSTAT, 2023).



1.2. International Trade Finance

Today, economic development is the top priority for nations in almost all developing
countries, and increasing exports is one of the primary strategies for economic
development. Additionally, industrialized countries are aware of and pay attention to
the significance of exports (Griffith & Czinkota, 2012). Governments can
significantly support local enterprises' international trade activities through export

development programs (Ramaseshan & Soutar, 1996).

Due to the complexity of international trade and business and a lack of technological
expertise, the company may not be competitive. As a result, while knowledge and
experience are essential for competing in foreign markets, there are numerous
obstacles that a company must overcome in order to export its goods
(Baursmichmidt, Sullivan, & Gillespie, 1985).

Much evidence supports that financial limitations significantly impede corporate
investment and growth. Informational asymmetries and agency issues are just two
examples of the causes of the difficulties in obtaining external financing. The in-
vestment amount, therefore, largely depends on the internal cash flow of enterprises,
given the existence of shortcomings in capital markets. Notably, younger companies
frequently experience more severe financial constraints than more established ones,
which could cause them to grow slower (Stein, 2003). However, there are three rea-
sons why the reliance on foreign financing for exports may be greater than that of
domestic manufacturing. First, some hidden and fixed costs are associated with ex-
porting. These costs include learning about export potential, making investments
suited to overseas markets, and setting up distribution networks abroad. Second,
compared to domestic transactions, foreign transactions often take longer to com-
plete. Third, many foreign transactions require insurance coverage because they in-

volve higher risks than domestic ones (Chor & Manova, 2012).

At the level of each firm, financial limitations are a significant factor in determining
investment choices. Due to the existence of entry-level sunk costs, this significance
becomes even more remarkable for small-scale and new businesses that are thinking

about becoming exporters. There are at least two reasons why financial constraints



impact how an organization exports; first and foremost, new theoretical frameworks
emphasize the importance of financial markets in global trade. These markets give
businesses a comparative advantage and help create demand for overseas products.
Second, only businesses with adequate liquidity can afford to pay the sunk costs

associated with exporting (Bajo-Rubio & Berke, 2018).

As a result, throughout history, governments have offered incentives for exports,
either via the creation of institutions like export development banks or EXIM banks
or through the implementation of export support programs. Businesses require access
to knowledge, information, expertise, and resources to address their challenges. In
order to address these needs and support the export process in the face of global
competition, export development programs and banking facilities also encourage
businesses to set more significant export objectives and build the required
infrastructure to support exports (Griffith & Czinkota, 2012).

1.2.1. Banks’ Role in Global Trade

Global trade Financing has been a longstanding aspect of international business.
Although finance techniques may become standardized, their application can vary

from one country to another.

The primary challenges in international trade include foreign exchange issues, a
shortage of knowledge regarding overseas customers, the cost of finance, and the
regulations surrounding foreign exchange in developing countries. Both importers
and exporters can rely on the bank to handle these issues. In particular, the
government promotes exports to boost employment and achieve the balance of
payments. Finance for international trade may be the most beneficial activity for
banks. The banks may make excessive money from foreign currency transactions—
one of the banks supporting export and import activities is EXIM Bank. Government
financial aid is given as export-import (EXIM) bank funding to facilitate
international trade. EXIM Bank mainly aims to finance exports and imports of goods
and services by providing guarantees, insurance, and loans to exporters and
importers. According to the EXIM Bank of the United States (2021), this type of

financing is crucial for small and medium businesses that are trying to expand their



business globally, and they require financial assistance to reduce the risks involved
with foreign trade.

As is commonly understood, banks play a crucial role in financing internal trade.
However, their significance in financing global trade is much more apparent because
of the increased complexity. For instance, exporters may face uncertainties regarding
the ability of importers to make payments. Additionally, even if importers possess
credit, government-imposed exchange controls make paying the exporter difficult.
Furthermore, Importers might doubt the exporter's capacity to fulfill the ordered
goods. Even though exporters successfully ship the products, trade obstacles or
delays in global shipping can significantly extend the delivery period. Financial
directors must be acquainted with all of the possible options for funding foreign
trade, enabling them to engage in export or import activities securely (Madura,
2011).

Not all companies have equal reliance on external financial sources, face the same
financial constraints, or enjoy equal access to finance and markets. Additionally, the
impact of funds transferred from the financial system may vary across different
companies. This variation may also extend to the sectors in which these companies

operate (Erge¢ & Kaytanci, 2021).

1.2.2. Payment Methods in International Trade

Due to the presence of buyers and sellers from other nations, foreign trade payment
is distinct from domestic commerce. In international trade, there are significant risks
faced by both exporters and importers. The main concern for importers is that, after
completing the payment, they would still receive poor-quality products.

However, the most significant risk for exporters is their failure to obtain payment
once the items have been delivered. Different payment systems have been developed
to protect importers and exporters from these dangers. These payment options can
also be used to provide short-term funding for international trade (Altan, 2016).
These payment and financing options are thoroughly explained in the sections that

follow. In international trade transactions, credit can be extended by various parties,



such as the exporter, importer, or any combination of banking organization entities.
When the provider has adequate cash flow, they can cover the whole transaction cost,
from the goods' production to the eventual payment by the purchaser. Supplier credit
is the name given to this type of credit. There may be instances when the exporter
needs additional funds and may seek bank loans to enhance their cash flow.
However, if suppliers decide not to provide financing, the purchasers will be
responsible for arranging internal or external credit, often through their bank. Thus,
banks have an essential role in trade financing for the exporter and the importer in

such transactions. Table 1.1. shows different kinds of payment methods.

Table 1.1. Comparison of Payment Methods

Method Usual Time of | Goods Available | Risk to Risk to Importer
Payment to Buyers Exporter
RETITE Relies completely on
Prepayment . After payment | None exporter to ship goods
shipment
as ordered
Very little or Assured shipment
When shipment none, made, but relies on

Letter of credit

is made

After payment

depending on
credit terms

exporter to ship goods
described in documents

Sight draft; On presentation If draft unpaid, | Same as above unless
documents of draft to After payment | mustdisposeof | importer can inspect
against payment buyer goods goods before payment
llire ol . On maturity Before Relies on buyer
documents against Same as above
of drafts payment to pay drafts
acceptance
Allows
. At time of sale | Before _|mporter to sell None; improves cash
Consignment inventory before
by buyer payment . flow of buyer
paying
exporter
As agreed Relies completely
Before on buyer to pay
Open account None
payment account as
agreed

Source: Madura, 2011

Cash in advance is a payment method in which the exporter will deliver the products
once the buyer completes the payment. Payments to exporters are typically made
through a global wire sent to the exporter's bank account or by using an international
bank draft (Madura, 2011). The main characteristics of this method include the



following: It is commonly used for goods with high demand in the market. It serves
as a financing technique for exporters. It relies on trust between the exporter and the
importer. Due to intense competition, it is not a frequently used payment method in
international markets (Altan, 2016).

Cash against products is a payment approach in which the cost of products purchased
by the importer is paid later after the goods have reached their destination, as
specified in the sales contract. Once the exporters have shipped the goods, the
documents are sent directly to the importers or through a bank with delivery
conditions. The importer makes the payment for the goods after customs inspections.
This payment method offers importers advantages due to the customs control
involvement. However, it carries an unpaid risk for the exporter. Therefore, it is

typically applied to highly trusted customers.

Cash against documents is a payment method in which the bank releases shipping
documents after receiving payment from them, allowing the importer to claim the
goods from customs. The regulations governing Cash against documents are
established in the Uniform Rules for Collection (U.R.C) (Altan, 2016).

A letter of credit is a document issued by a bank that guarantees the exporter's
payment upon compliance with specified conditions and submission of shipping
documents. It is a substitute for the buyer's credit, benefiting both parties. The
exporter receives payment from the issuing bank upon fulfilling the letter of credit
requirements. The bank that issues it is responsible for fulfilling the letter of credit

terms, regardless of the purchaser's payment capability.

In contrast, the importer does not need to pay for the products until delivery and the
necessary documents are submitted based on agreed conditions. It offers
safeguarding for both the exporter and importer, serving as a bank's assurance to
cover the expenses of the goods for the exporter. While it is a dependable payment
method, it can be costly (Altan, 2016).

The documentary credit process is illustrated in the flowchart presented in Figure
1.3.



(1) Contract of Sale

Buyer Seller
(Importer) (Exporter)
(5) Delivey of Goods
2) (8) (6) (4) Letter
Request to Docume Documents of Credit
Provide nts & Presented Delivered
Credit Claim
(7) Documents Presented to
Issuing Bank
Importer’s
. (9) Payment —— — >
Bank (Issuing Corr;sapr?Edent
Bank)

(3) Credit Sent to Correspondent

Figure 1.3. The Process of Documentary Credit
Source: Madura, Chapter 19, 2011

Credit acceptance is a payment or credit method associated with a draft. These loans
can be utilized by importers or submitted by the importer's bank along with relevant
documents. The banks act as intermediaries in this process and charge a commission
for their services. In this scenario, the bank accepts the draft or endorses it, providing
exporters with a guarantee against importers who opt for forward payments. The key
characteristics of credit acceptance include the ability to discount the draft in the

secondary market and lower costs compared to other forms of credit (Altan, 2016).

Drafts (Sight/Time): A draft, commonly referred to as a promissory note, is an
explicit guarantee made by a single individual, usually the supplier, requiring the
purchaser to pay the agreed-upon sum upon presentation. It serves as the exporter's

official request to the buyer for payment.

Unlike an L/C, a draft provides less protection to the exporter, as banks are not
responsible for paying on the purchaser's behalf. In a time draft configuration, after
endorsing (signing) the draft, the exporter instructs the purchaser's financial
institution to release the shipping documents when a shipment occurs. Sometimes,
this method is called "documents against acceptance.” The purchaser must pay the

exporter on the designated date by endorsing the draft.
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With this transaction, the buyer can purchase the goods without making a payment
(Madura, 2011).

Consignment: When shipping the items to the importer under a consignment
arrangement, the exporter owns them. Once goods are sold to a third party, the buyer
has access to them without having to pay for them immediately. The importer is the
one who must pay the exporter for the goods that are sold. However, because no draft
is included and the items are sold in advance, the exporter's remedies are limited if
the importer delays payment. Consignments are only employed because of the high
level of risk involved if a subsidiary or connected company trades with the company

that is the headquarters or parent company (Madura, 2011).

Open Account: Unlike a prepayment agreement, where the exporter delivers the
products and waits for payment according to predetermined terms, an open account
transaction includes immediate payment. In this situation, the exporter entirely
depends on the reliability, integrity, and status of the buyer's finances. This strategy
is typically used when there is mutual trust and an established relationship between
the vendor and the buyer (Madura, 2011), (Altan, 2016).

1.3. Trade Finance in Turkey

The development of exports depends on a nation's foreign trade policies and a robust
banking system that facilitates quick, secure, and easy export transactions. The
nation's banking infrastructure meets these needs. The banking system develops
various payment instruments, including payment against documents, advance
payment, customer prefinance, bank guarantees, acceptance credit, and letters of
credit. These tools make it easier to conduct reliable, efficient, and fast international

trade transactions, which promotes and supports such activity (Altan, 2016).

Kalvan, in his study survey about the role of banks in trade finance of Turkey after
the economic crisis in 2008, mentions that trade finance issues also contribute to the
decline in exports. It has been noted that banks increased the stringency of eligibility
requirements during the crisis due to liquidity difficulties. However, they could have

relaxed these criteria even after improving liquidity. As exports are expected to rise
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again, expanding the options available for trade finance is crucial. Specifically, there
Is a critical need to develop export insurance mechanisms, especially when entering
new markets (Kalkan, Diindar, & Dinggag, 2010).

Both governmental and commercial groups provide various credits for exports,
financing of exports, and insurance programs to help lessen the risks associated with
international trade while promoting it. The payment methods utilized by exporters in
Turkey to carry out their transactions, as revealed by data from the Turkish Statistical
Institute, are listed below (TURKSTAT, 2023):

= Cash against goods, cash on delivery Account of barter

= Advanced payment = Private barter

= Cash against documents = Letter of credit

= By acceptance credit = Counter purchase

= Advanced letter of credit = Documents with acceptence credit

= Letter of credit payable at a specified = Letter of credit with acceptence

future date credit
= Without waiver = Goods with acceptence credit
= Payment type uncertain = Private account

According to data from TURKSTAT, the financing of exports in Turkey primarily
relies on cash against products and cash on delivery approach. The volume of exports
supported through these approaches has shown an upward trend, increasing from
US$96 million in 2013 to US$170 million in 2022. On the other hand, the use of
documentary payment methods has experienced a decline. The volume of exports
supported through this approach was 26 million dollars in 2013 but decreased to
US$22 billion in 2022. In contrast, a letter of credit (L/C) as a trade finance method
is rare in Turkey. The volume of exports financed through L/C remained relatively
stable at US$12 million in 2013 and 2022, indicating that this method is not
commonly adopted or prevalent among Turkish exporters. Other financing methods
are less commonly employed in Turkey for export transactions. Figure 1.4 shows a
column chart of standard export payment methods in Turkey from 2013 to 2022.
Figure 1.5 shows changes in these payment methods in a line chart from 2013 to

2022, and these charts depict a noticeable distinction between the cash against
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products and cash on-delivery approaches compared to other payment methods
(TURKSTAT, 2023).
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1.3.1. Banking Industry in Turkey

Over the years, Turkey's banking sector has undergone substantial transformation,
embracing modernization, regulatory reforms, and technological advancements. As a
result, it has emerged as a dynamic and competitive industry catering to the diverse
needs of individuals, businesses, and investors. The banking industry in Turkey
comprises a mix of public and private banks, including domestic and international
institutions. The Banking Regulation and Supervision Agency (BRSA) monitors and
controls the banking industry. This impartial regulatory authority is essential for
maintaining the financial sector's soundness, integrity, and stability. The primary
duties of the BRSA are to execute prudential regulations, monitor and assess the
financial operations of banks, and protect the interests of customers and depositors.
By carefully monitoring the industry, the BRSA promotes a secure environment for
economic expansion and development and aids in maintaining public trust in the
financial system. Banks owned by the state, private banks, and foreign and
participation banks (Islamic banks) are a part of the sector. According to the banks
Association of Turkey, some of the prominent players in the sector include Tiirkiye
Is Bankasi, Akbank, Yap1 & Kredi and Garanti Bank, and Tiirkiye Cumhuriyeti
Ziraat Bankasi, among others (Gormez, 2008). Appendix A provides a list of banks
in Turkey that have been authorized by the Central Bank of Turkey until April 2023
(TBB, 2023).

1.3.1.1. Exim Bank in Turkey

Turkey's governmental export credit organization, also known as Tiirk Eximbank,
was created in 1987. It is a bank owned by the state that contributes significantly to
fostering sustainable exports and international trade. Turkish exporters, contractors,
and investors can benefit from credit, guarantee, and insurance services offered by
Tirk Eximbank. In 238 nations, its export credit insurance shields exporters from
economic and political challenges. Tiirk Eximbank has its main office in Istanbul and

branch offices in Ankara and Izmir.

Additionally, it maintains connections in other cities in Turkey, like Konya, Denizli,

Kayseri, Gaziantep, Bursa, Adana, and Trabzon. The bank operates in over 60
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countries, focusing on developing markets in African and Middle Eastern countries.
In addition to financial programs for exporters, manufacturers, and entrepreneurs
involved in international markets, Tiirk Eximbank supports exporters through credit
insurance programs. These programs safeguard delayed receivables and help boost
export volumes. The bank also discounts export receivables to facilitate entry into
new markets by promoting sales with deferred payment terms. Eximbank facilities

are mentioned below:

e Short Term Loans

e Loans for Pre-shipment Export

e Program for Short-Term Export Funding to International Trade Businesses
e Foreign Currency for PreExport and Turkish Lira Loan

e Rediscount Loan Program

e Post Shipment Rediscount Loan Program

e Loans for Foreign Currency Earning Service

e Loan Program for Participating in Overseas Trade Fairs

1.4. Bank Selection by Exporters

Banks are vital for maintaining financial stability and facilitating trade in the
evolving international trade landscape. Understanding customer behavior and
preferences is crucial due to increased competition among banks. Customers now
seek out reputable institutions that suit their needs since they are more selective and
discerning from the worldwide financial crisis. Retail banks must address these
challenges and develop effective marketing strategies to regain trust, surpass
expectations, and comprehend consumer behavior to cater to informed customers
(Graddy & Spencer, 1990), (Holstius & Kaynak, 1995). By possessing this
knowledge, banks can prioritize products and services with the highest value for
consumers, ultimately improving customer satisfaction. The banking industry
continuously adapts to shifts in customer preferences and requirements, which
includes facing heightened competition from non-bank entities within the financial
services sector, responding to changing demographic and social conditions,

leveraging data technology breakthroughs, fine-tuning channel tactics, and adapting

15


http://www.eximbank.gov.tr/EN,1228/pre-export-foreign-currency-and-turkish-lira-credit.html
http://www.eximbank.gov.tr/EN,1230/rediscount-credit-program.html
http://www.eximbank.gov.tr/EN,1231/post-shipment-rediscount-credit-program.html
http://www.eximbank.gov.tr/EN,1240/credits-for-frgn-curr-earning-serv.html
http://www.eximbank.gov.tr/EN,1244/credit-prg-for-participating-to-overseas-trade-fairs.html

to state reforms are all crucial considerations (Sayani & Miniaoui, 2013), (Byers &
Lederer, 2001).

1.5. Problem Statement

There are many facilities that banks provide for exporters. For instance, the letter of
credit is a widely adopted and standardized trade finance method banks provide. It
serves as a means to minimize payment risks by establishing an arrangement where a
bank takes on the responsibility of making or guaranteeing transactions to a supplier
from an importer. However, the data in Figure 1.4 clearly illustrates a need for more
enthusiasm among Turkish exporters in utilizing this approach and other financing
methods. They prefer to use cash against goods and advanced payment more than
other methods. The lack of interest among Turkish exporters in utilizing the letter of
credit or other payment methods other than cash against goods and advanced
payment raises an intriguing question that requires further investigation. One initial
concern is the factors that affect exporters' opinions in selecting a bank. Recently,
there has been a growing emphasis and widespread research on bank selection,
resulting in lively debates and numerous studies conducted by researchers
worldwide. The significance of this subject has garnered widespread attention, as it
aims to unravel the complexities and implications associated with deciding to select
banks. Given the importance of trade finance, this research study aims to specifically
survey the bank selection practices in the group of exporters in Turkey that, with its
advantageous position, diverse economy, and ambitious trade policies, holds
immense potential for further developing export transactions. The existing literature
on bank selection criteria has predominantly focused on the United States and certain
European countries, as noted (Denton & Chan, 1991). Although these works
provided valuable insights into bank selection, it is crucial to acknowledge that these
findings might not be universally appropriate to other nations. This is because
different societies, financial markets, and legal frameworks exist in different
countries, influencing the significance and relevance of various determinant factors.
Hence, conducting separate studies for each country or region becomes necessary to
determine the specific factors that impact bank selection within their unique contexts
(Rao & Sharma, 2010). To the best of the researcher's understanding, investigations

into bank selection criteria have been carried out in both advanced and emerging
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economies. However, limited attention has been given to studying the particular
preferences of Turkish exporters regarding banking facilities and services.

1.6. Research Objective

Exporters often require trade financing to facilitate their international trade
transactions, and the bank selection can significantly influence the efficacy of these
transactions. The study examines the factors exporters consider when selecting a
bank for trade financing. By analyzing these determinants, the study sought to
uncover the reasons behind the uneven distribution of customers among different
banks. Additionally, the goal of the current study was to fill an absence in the
literature by analyzing the variables that influence Turkish consumers' choice of
bank. This study also investigates the criteria that exporters consider when choosing
an export financing institution and evaluates whether state banks and other
development and investment banks that claim to offer export financing in Turkey are
among their selections to fulfill their requirements and preferences. By identifying
these key factors, the study aims to provide valuable insights for exporters and banks,
enabling banks to develop more effective trade financing products and services and
helping exporters make more informed decisions when selecting a bank. Ultimately,
this study aims to help facilitate international trade and promote economic growth by
improving the efficiency and effectiveness of trade financing services.

1.6.1. General Objective

This research embarks upon a comprehensive investigation into the multifaceted
sphere of bank selection among exporters, underpinned by an integrative approach
that amalgamates insights derived from extant literature and empirical surveys within
the domain. By scrutinizing factors underscored across various scholarly works and
research inquiries in the realm of bank selection, this study aims to unravel the
complex interplay of determinants that impel exporters' decisions in Turkey when
selecting a banking institution for their financial undertakings.

1.7. Research Question

This study has formulated the primary research question as follows: By considering
factors that are mentioned in different literatures and surveys conducted by the
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researchers in the field of bank selection, what factors affect exporters’ decision to

select a bank to do their financial transactions in Turkey?

1.8. Research Structure

This research structure is outlined as follows:

Chapter 1: Introduction and problem formulation, including research objectives and
questions.

Chapter 2: Literature review, encompassing previous studies and relevant research.
Chapters 3 and 4: Study model and research methodology.

Chapter 5: Data analysis and results, along with conclusions, recommendations, and

discussion of the research findings.
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CHAPTER Il

LITERATURE REVIEW

In chapter two, a review of previous studies connected to the current research topic is
presented: Some studies are focused on the significance of bank credits and facilities
in trade finance. The chapter provides a comprehensive literature review that
examines the factors influencing consumer behavior in selecting banks for banking
facilities and services. Through an analysis of various empirical studies, relevant
variables were identified to enhance the reliability of the theoretical model. The
variables adopted for formulating the research objective are discussed, particularly
those factors that influence exporters' decisions in selecting banks for their

transactions.

The Committee on the Global Financial System (CGFS) researched the connection
between banks, trade financing, and economic expansion. The findings revealed that
services banks provide, such as export credit insurance, can effectively stimulate
trade, even during challenging economic and financial circumstances. This
remarkable result can be attributed to various theories explaining the underlying
causes(CGFS, 2014).

To begin with, exporters can gain valuable market knowledge and assess importers'
creditworthiness through repeated transactions facilitated by export credit insurance
and similar services. This learning process allows exporters to navigate new markets
effectively. Moreover, Export credit insurance minimizes importers' transaction
expenses and boosts their need for commodities provided by importing. By
mitigating non-payment risks, insurance simplifies commercial transactions and
encourages importers to engage in more trade operations. Lastly, access to insurance
improves importers' access to financing from suppliers or banks. This fact indicates
the creditworthiness of importers and the strong business practices of exporters,
increasing the likelihood of securing favorable financing options. Promoting the

development and accessibility of these facilities provided by banks may improve
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trade performance and economic growth (CGFS, 2014). In highlighting the
significance of trade credit, Coulibaly and his co-workers 2013 found that all
businesses in the countries they examined witnessed a decline in exports and
economic activity during the crisis. However, the impact could have been more
pronounced for businesses that relied on trade credit more frequently. This result
demonstrates that trade credit helped mitigate the adverse consequences (Coulibaly,
Sapriza, & Zlate, 2013). In another study, Chor and Manova investigated the impact
of credit circumstances, specifically transaction credit, on business resilience during
the global financial crisis. Their findings indicated that businesses with greater
access to trade credit demonstrated higher levels of resilience in their export
performance (Chor & Manova, 2012). In conclusion, although the number of studies
on this topic is limited, they offer valuable insights into the significance of trade
credit in economic activity. These studies suggest that trade credit can serve as a
stabilizing factor during times of crisis (Raddatz, 2010).

2.1. Bank Selection Criteria

Hart (1998) highlights that the literature review serves essential purposes such as
identifying relevant variables, synthesizing new perspectives, connecting ideas to
real-world applications, explaining the topic or problem, emphasizing its
significance, understanding the subject's structure, and relating theories to practical
applications (Hart, 1998). Scholars from various countries (Naser, Jamal, & Al
Khatib, 1999) and (Yilmaz, Ari, & Giirbiiz, 2018) have conducted numerous studies
to gain insights into consumers' decision-making for selecting banking products and

services.

Variables that influence a customer's choice of a particular bank or other institutions
that offer trade financing services to exporters can be divided into various categories.
Customers' perceptions of these aspects' relative value fluctuate over time and
between individuals. In this section, some of the factors that have been the subject of
investigation are mentioned. In this section, some factors investigated in previous
studies are mentioned. For example, things like the location of the bank, access to
ATMs, the availability of mobile and internet banking facilities, and financial factors

such as interest rates, fees, and costs related to the products and services provided by
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the bank (Yue & Tom, 1994). Terms like "trust and reputation™ allude to a customer's
belief in the bank's moral character, financial health, and market standing. Because
they are seen as more dependable and trustworthy, clients are more prone to choose a
bank with an acceptable reputation. Customer service refers to the level of
competence and responsiveness displayed by the bank’s contact centers, branch
employees, and internet help.

Researchers indicate that the factors influencing bank selection include the bank's
services and image, which clients consider when choosing a bank. It is crucial to
emphasize how clients view various banks and their rivals concerning concepts like
joy, satisfaction, cheer, and pleasure that result from banking facilities and offerings.
The banking industry may prevent clients from feeling unfavorable feelings like
despair, anger, and dishonesty by using strategies to satisfy customers. Due to
technical developments like ATMs and online banking, the business is subject to
intense competition, raising consumer expectations and driving up demand for

financial services (Hinson, Osarenkhoe, & Okoe, 2013).

When selecting a bank from the extensive array of options in the banking industry,
exporters choose the one they perceive as most suitable. Customers have their criteria
and perspectives for choosing a preferred bank to handle their international trade
transactions, and these criteria directly impact exporters' satisfaction. In a study
conducted in Turkey in 1991 by Kaynak, it was found that loyal clients in Turkey
highly valued helpful bank staff, convenient branch locations, prompt and efficient
service, and easy access to credit and financial advice (Kaynak, Kucukemiroglu, &
Odabasi, 1991).

Some academicians suggest that convenience is a consideration that clients will
consider when choosing a bank (Hinson, Osarenkhoe, & Okoe, 2013). A consumer
will find it simpler to complete their transaction at a bank location that is close by,
and a bank with an accessible location will have a benefit over its competitors.
Contrary to some research, there was no discernible connection between accessibility
and bank choice. Others have suggested that the availability of more branch offices
or ATMs increases the likelihood of customers choosing a particular bank. These

varying findings may be attributed to the regional differences in the research
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conducted by (Zineldin, 1996). However, according to distinctive researchers, there
is no correlation between client choice of bank and convenience (Ta & Har, 2000).
The proximity of a bank to a customer's residence or place of employment has no
bearing on that customer's decision to use that bank. These key findings have various
outcomes since the study was gathered from different regions, including Asian and
non-Asian nations. Last but not least, according to some experts, citizens are more
inclined to choose a bank with more ATMs or branch offices nationwide. For a
consumer to conduct business or engage with a bank, it is more convenient when

there are more branch offices (Katircioglu, Tumer, & Klling, 2011).

Studies conducted by (Martenson, 1985) and (Zineldin, 1996) highlighted the
influential role of bank location and loan availability in the choice of banks among
Swedish consumers. The research findings further revealed that factors such as
service quality, credit availability, price, distribution system (including branch
locations and ATMs), promotion, reputation, and service distinctiveness were highly
valued by Swedish consumers when selecting a bank. Security entails being
protected from potential risks and harm (Keaveney, 1995). When selecting a bank,
clients typically consider factors such as the bank's brand reputation, transaction
security, and financial stability. A bank's reputation is an essential factor influencing
a client's decision. The reputation of a bank has more weight than the security and
stability it provides. A bank with a better reputation for security has a competitive

advantage over a bank with a worse reputation (Zineldin, 1996).

Some researchers say service quality is the crucial factor influencing bank selection.
These researchers emphasize that effective customer service is associated with bank
preference, while others highlight the impact of transaction speed and staff
friendliness. Faster and more efficient transaction speeds can decrease the likelihood
of customers switching banks. To cultivate a positive customer perception, banks
must prioritize building trust with their customers (LeBlanc & Nguyen, 1988).
Researchers such as (Leninkumar, 2017) highlight the significance of trust in
fostering strong relationships. In conclusion, (Hinson, Osarenkhoe, & Okoe, 2013)
discovered a strong correlation between bank security and clients' decisions to
choose a particular bank. Customers are more likely to select a bank when security is

more stringent. A bank that exhibits robust security measures fosters customer
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confidence and trust. Additionally, satisfied customers act as advocates, spreading
positive word-of-mouth and attracting the attention of others. The bank's positive
image and favorable public feedback contribute to customers' decision-making
process, boosting their confidence in choosing the bank. According to a study by
Kaynak and his co-worker, fast and effective service and bank staff friendliness were
critical variables in bank selection (Kaynak & Kucukemiroglu, 1992). Similar
research was done by the same researchers in a study that focused on Turkish bank
selection. In a further study by the same researchers, it was found that younger age
groups placed more emphasis on the value of a wide range of services, whereas
elderly bank customers preferred convenient bank sites close to their living or
working places (Kaynak, Kucukemiroglu, & Odabasi, 1991). Bank Services and
Products consist of the variety and kind of goods and services the bank offers, credit
cards, loans, and investment choices. Another important consideration is the bank's
product selection and quality. Customers will pick a bank if it offers the goods and
services that satisfy their financial needs. According to certain researchers,
customers' bank selection choices can be attributed to the diversity and excellence of
the banks' services. A bank that provides a broad spectrum of services captures the

customers' attention during their decision-making phase.

However, Gerrard and Cunningham argue that the presence of a more extensive
range of products and facilities only sometimes sway customers' decisions when
choosing a bank. However, Gerrard and Cunningham argue that the presence of a
more extensive range of products and facilities only sometimes sway customers'
decisions when choosing a bank. Because some customers use multiple banks instead
of relying solely on one (Gerrard & Cunningham, 1997). Based on Denton's study,
multiple bank customers have accounts in more than a few financial institutions
(Denton & Chan, 1991). From the customer's standpoint, using different banks might
provide extra advantages, like access to a large selection of ATMs and potentially

more desirable term conditions on financial loans.

Scholars suggest that service quality is the most significant determinant in a client's
choice of a bank. In Australia, (Kemal Avkiran, 1994) utilized a seventeen-term scale
to evaluate service excellence. Likewise, in India, researchers have used four

dimensions to assess service quality, which they argue have greater discriminatory
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validity than the overall service quality scale (Angur, Nataraajan, & Jahera, 1999).
To understand better how people select their banks, (Laroche, Rosenblatt, &
Manning, 1986) performed a study in Montreal, Canada, including 140 groups of
families. Their survey results show that the friendliness of the staff ranks first in
influencing bank choice, followed by operating hours, queue size, location
convenience, and staff efficiency (Laroche, Rosenblatt, & Manning, 1986). Financial
considerations were discovered to be the primary criteria in clients' decision-making
processes in another study conducted by Javalgi and his co-workers in the United
States. The study's findings emphasize the importance of money-related issues such
as loan availability, interest rates on deposit accounts, and vault security (Javalgi,
Armaco, & Hoseini, 1989). The decision-making process was also influenced by
additional elements like the bank's reputable standing and its convenient location
(Almossawi, 2001). Understanding the nature of customers, which encompasses
intangibility, inseparability, heterogeneity, perishability, and ownership, is vital in
ensuring customer satisfaction. Each aspect has a distinct perception of service
quality, which in turn influences the customer's bank selection process (Clemes, Gan,
& Zheng, 2007).

An investigation by Erol and Radi of the bank selection factors used by both
traditional and Islamic bank clients was conducted in Jordan. According to the
research, aspects including prompt and adequate facilities, the bank's standing and
brand reputation, the welcoming nature of bank staff, and the privacy of banking
information all received excellent marks (Erol, Kaynak, & Radi, 1990). Similarly,
Holstius and Kaynak evaluated Finnish bank clients to determine the significance of
support elements in their banking decision-making. The findings showed that rapid,
effective service, lower costs for services, friendliness of bank staff, and perceived
level of secrecy are the primary considerations for Finnish clients (Holstius &
Kaynak, 1995). In 1994, Yue and Tom conducted a study to explore the criteria for
the selection of banks of Chinese Americans living in California. The key factors
affecting their decision-making process included the effectiveness of services, the
bank's brand reputation, applicable fees, accessible places, and interest rates on loans
(Yue & Tom, 1994). On the other hand, Tan and Chua looked at how sociocultural
and intentional variables affected Singaporeans' banking habits. According to their

survey, recommendations from friends and family significantly impacted the banks
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they chose (Tan & Chua, 1986). In contrast, Bojei and Che Wel surveyed in
Malaysia yielded opposite results, indicating that clients in Malaysia were more
inclined to choose banks based on personal considerations, such as convenience,
rather than social aspects (Bojei & Che Wel, 2003).

A study was carried out in Kuwait by Edris (1997) to look into how business clients
choose their banks. The survey found that corporate clients in Kuwait generally
choose conventional banks over Islamic ones after classifying the respondents into
Kuwaiti, non-Kuwaiti and combined business entities. They place the most
outstanding value on the bank’s brand, financial steadiness, and the efficiency and
friendliness of its staff (Edris, 1997).

Al-Tamimi et al. surveyed the UAE to explore how customers perceive Islamic and
conventional banks and how that perception affects how they bank. The results
showed that UAE customers favor Islamic banks over traditional ones. Consumers
did, however, have positive perceptions of both kinds of banks, but there was
discontent with the level of service. The positive perception of Islamic banks was
linked to both service excellence and religious considerations (Al-Tamimi, Lafi, &
Uddin, 2016). Four essential elements that affect customers' bank selection were
outlined in an investigation by Lymperopoulos et al. (2006). The most essential
element is bank service quality, which is vital in deciding which mortgage providers
to work with and developing enduring connections. The three other elements are
communication, access, and product qualities (Lymperopoulos, Chaniotakis, &
Soureli, 2006). Using factor analysis, Hedayatnia and Eshghi investigated the
significant criteria for bank selection based on data gathered from approximately 800
clients in Tehran, Iran. The survey results indicated that customer service quality and
creativity in providing financial services were the most significant factors. Following
closely behind were the efficiency and expertise of employees, ranked second and
third, respectively (Hedayatnia & Eshghi, 2011). With advancements in digital
solutions, from online banking and mobile apps to advanced analytics and artificial
intelligence, technology has become an integral part of banking operations, enabling
faster transactions, personalized services, and enhanced security. Technology
integration has opened new avenues for innovation and reshaped the landscape of

modern banking. Dangolani asserts that technology has a significant impact on how
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financial services and banking are provided, enabling a variety of alternative delivery
mechanisms, including internet banking and Automatic Teller Machines (ATMs) and
diminishing dependence on the network of branches as the primary transfer
mechanism (Dangolani, 2011). Khawaja and Manarvi further highlight the
significance of ATMs in improving customer engagement and service quality. These
technological advancements have streamlined manual record-keeping processes and
facilitated efficient customer payment and transaction services (Khawaja & Manarvi,
2009).

According to a study by Tehulu in 2014, the availability of multiple branches, The
number of counters, the security of the funds, and the bank's favorable reception
were essential. In contrast, others' recommendations, ATM service, speed of bank
services, service quality, the outside appearance of the bank and inside organization,
safe experience, being close to home or workplace, the presence of plenty of
branches, and extended working hours were identified as essential factors in bank
selection, so decision-making process was found to be affected by factors such as
recommendations from others, the number of counter windows, fund safety, the
bank's courteous staff, and reasonable service fees. Banks can enhance their
management of customer experiences and satisfaction by adopting Internet banking
(Tehulu, 2014).

However, customers need to recognize that this transition may involve some
adjustments, learning, and adopting new technology. Personal characteristics are
essential, such as the customer's opinions, financial objectives, stage of life, and any
interpersonal connections or recommendations they might have with the bank.
Clients will also consider any bank fees or costs related to using the bank's goods and
services. Customers are more likely to choose banks with fewer charges. Programs
and incentives that banks provide to their customers called customer loyalty
programs help them draw in and keep more customers. According to earlier research,
clients' decisions when choosing banks are influenced by demographic factors like
education, culture, religion, and work status. Boyd et al. examined how different
retail banks' selection criteria varied based on fundamental demographic parameters.
One of the surveys was highlighted by its fascinating results, which show that

professional households place a priority on location, reputation, and contemporary
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facilities. High-income customers prioritized interest rates, working hours, and staff
warmth when choosing a bank, whereas low-income households depended more on
positive publicity and word-of-mouth recommendations (Boyd, Leonard, & White,
1994). In a survey conducted by Almossawi, it was found that students in Bahrain
considered factors such as image, staff friendliness, and convenience-related criteria
as significant determinants when choosing a bank (Almossawi, 2001).

Another survey conducted by Blankson and his co-workers involved graduate
participant students from three different nations to investigate potential variations in
choosing a bank process based on economic circumstances and cultural context.
Findings indicated that convenience ranked as the highest priority among US
students, while students in Taiwan and Ghana placed more excellent value on

expertise when selecting a bank (Blankson, Ming Sung Cheng, & Spears, 2007).
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CHAPTER 11l

METHODOLOGY AND APPLICATION

The research study's outline was briefly explained in this chapter. It included a range
of topics, including study design, methods for gathering data, sampling designs, in-
depth explanations of functional constructs, measurement scales, and data analysis
techniques. The research design, according to Kothari (2004), is the preplanning of
the procedures to be utilized for gathering essential data and the analytic methods to
be used, taking into account the study objectives, available resources like staff, time,

and financial restrictions (Kothari, 2004).

3.1. Study Design

3.1.1. Descriptive Research

This study work is conducted by descriptive research. Data collection using
questionnaires is done through descriptive research. Because it investigates Turkish
exporters' bank selection, this study is descriptive. The researchers aim for early data
gathering because they must have a thorough understanding of their research before

undertaking it.

3.1.2. Quantitative Research

A research that serves the purpose of establishing a correlation between independent
and dependent variables is a quantitative study (Kothari, 2004). It entails gathering
quantitative data or information that can be tracked over time within the context of
marketing. This form of research is categorized into design, measurement, and
analytic concerns. Design challenges are explored concerning sampling and various
causal inference designs. Measurement-related challenges are addressed by applying
different types of measurement validity and reliability. Finally, analysis approaches

are utilized to identify the connection between variables in analytic concerns.
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3.2. Collection of Data

Primary data refers to data collected firsthand by the researcher or their team,
tailored to meet specific research objectives. This data is original and has yet to be
previously published or used by other researchers. One method for gathering primary
data is designing surveys and questionnaires by researchers to gather information
directly from respondents. These tools can be administered in person, over the phone,
via mail, or online (Zikmund, 2003). The current survey uses primary data to fulfill
the study objectives. The collection of this data was conducted with the specific
purpose of uncovering and addressing the research goals set forth for this
investigation. The survey is distributed through random and snowball sampling due
to the time-consuming and challenging nature of reaching all respondents in various
areas of Turkey. Choosing appropriate variables that align with the research
objectives is essential in social science research (Jozkowski, 2017). A comprehensive
review of previous studies was conducted to identify the relevant factors for study
objectives. In the case of this study, the framework was constructed around thirty-
two variables of bank selection criteria that have consistently emerged in various
studies. These variables are shown in Table 3.1, which were identified as the
independent variables.

Table 3.1. Independent Variables in Selecting a Bank

1. Location of the bank 17. Quality and discipline of transactions
2. Global presence 18. Reliability

3. Online and Mobile banking 19. Assurance

4. Number of branches and ATM 20. Empathy

5. Reputation of bank 21. Responsiveness

6. Mass media advertising 22. Range of products and services offered
7. Year of foundation 23. Providing economic information

8. Loyalty 24, Interest rate

9. Speed of Services 25. Credit Insurance

10. 24/7 support 26. Service charges

11. Ease of application 27. Flexible Payment Terms

12. Ease of communication 28. Sharia compliance

13. Financial planning and advisory services | 29. Recommendation of others

14. Customized customer service 30. Multiple language services

15. Friendly relationship with bank staff 31. Face-to-face communication

16. Skilled and experienced staff 32. Long-established reputation
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3.3. Questionnaire Design

In this research, to collect primary data and determine the key factors influencing
exporters' choices of banks in Turkey, a structured questionnaire consisting of 34
questions, including 32 independent variable questions and two control questions,
was utilized by relying on a multitude of practical and empirical studies concerning
the subject matter. This study considerably uses pertinent earlier work, considering
which variables were being studied. The findings might not indicate the general po-
pulation because it focuses solely on a particular client segment, particularly expor-
ters. Additionally, the survey was only carried out within Turkey's borders, especi-
ally Istanbul city, and research participants are Turkish or non-Trish exporters who
are making international trade in Turkey. Due to the possibility that the respondents
are from other non-Turkish nationalities, the questionnaire was prepared in 4 langua-
ges: English, Turkish, Farsi, and Arabic. In this study, the researchers utilized a five-
point Likert scale, a commonly employed rating system, to measure participants' le-
vels of agreement or disagreement concerning 32 variables (Table 3.2). This metho-
dological approach enabled a more nuanced and comprehensive understanding of
participants' perspectives, contributing to the depth and richness of the research fin-
dings (Brown, 2010).

Table 3.2. Five-Point Likert Scale

Term Strongly Agree | Agree Neither agree | Disagree | Strongly Disa-
nor disagree gree
Arrangement 5 4 3 2 1

Source: Provided by the researcher of the study

The research instrument, a questionnaire, underwent two levels of testing. In the
initial stages, a primary study was carried out with respondents to make sure it was
straightforward to use and to address suggestions made by Mokhlis, who emphasized
the need for objective and interference-free research instruments and the market for
them to allow respondents to offer feedback for improvement and identify any
difficulties they may have encountered (Mokhlis, 2009). After the pilot examination,
minor modifications improved the questionnaire for data collection. The sample

consisted of 130 exporters in Turkey who were considered as respondents for this
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research. The questionnaire, which was designed through Google Forms, was
distributed through both online platforms and in-person interactions to ensure a
diverse and representative sampling among the participants who were active in the
field of international trade, especially exports from Turkey, and was distributed
among more exporters through the snowball sampling method. The questionnaire is
divided into two main sections. The first section, Personal Information, aims to
collect the participants' necessary demographic and personal information. It includes
essential questions on gender, age, and level of education, and some questions related
to participants' company and business and bank type preferences—the second
section, 34 inquiries about research variables. The questionnaire used in this study is

available in Appendix D.

3.4. Objective of the Study

The central objective of this thesis is to investigate and unravel the diverse factors
that impact exporters' decision-making processes in Turkey when it comes to
selecting an appropriate bank for their financial endeavors. By meticulously
considering the variables identified across various scholarly sources and research
inquiries in the domain of bank selection, this study seeks to gain a profound
understanding of the intricate interplay of elements that underlie exporters' choices in

the dynamic and evolving landscape of international financial transactions.

3.5. Reliability Measurement

In this study, the researcher employed the widely recognized and frequently used
Cronbach's alpha coefficient to assess the reliability of the questionnaire used for
data collection. Cronbach's alpha is a statistical measure that evaluates the internal
consistency of the items within a questionnaire, indicating how well the items in the
questionnaire correlate. A positive correlation suggests enduring reliability.
Correlation values show response stability across time, with higher values indicating
more excellent item reliability. A Cronbach's alpha > 0.60 ensures validity and
reliability in human sciences. By conducting a thorough analysis of the
questionnaire's reliability using Cronbach's alpha, the researcher took a robust

approach to ensure the soundness and credibility of the study's findings, ultimately
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enhancing confidence in the research outcomes (Sekaran, 1992). Researchers assert
that Cronbach's Alpha reliability values below 0.60 suggest poor reliability. Their
study proposes that coefficients between 0.60 and 0.70 indicate fair reliability, while
coefficients between 0.70 and 0.80 signify good reliability (Zikmund, 2003). By
employing this benchmark, researchers can ascertain the questionnaire's internal
consistency and the extent to which the intended constructs or variables of interest
are effectively and faithfully represented (Table 3.2)

Table 3.3. Guidelines for Reliability Test

Cofficient of Cronbach’s Alpha

Reliability Level

More than 0.9 Excellent
0.8-0.9 Good
0.7-0.79 Acceptable
0.6-0.69 Questionable
0.5-0.59 Poor

Less than 0.59

Unacceptable

Source: Zikmund et al. (2010)

3.6. Analysis of Pearson Correlation Coefficient

The Pearson correlation coefficient analyzes the relationship between two variables,
measuring both the direction and strength of the relationship. The coefficient ranges
from -1 to +1, where +1 or -1 indicates a strong relationship. A positive correlation
means the two variables increase or decrease together, while a negative correlation

means one variable increases while the other decreases (Zikmund, 2003).

Table 3.4. Correlation Coefficient Rules

Strength of Association Cofficient Range
Very strong +0.91- £1.00
Strong +0.71- +£0.90
Moderate +0.41- £0.70
Weak +0.21- +0.40
Very weak +0.00- +£0.20

Source: Zikmund et al. (2010)
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CHAPTER IV

RESULTS AND DISCUSSION

The primary purpose of this research is to investigate the factors that are important in
exporters' decision-making when they choose banks for their transactions or export-
related services. The study conducted a thorough analysis, focusing on the results

from a comprehensive field study involving exporters as bank customers.

This chapter presents a detailed explanation of the study's methodology, which
includes statistical descriptions of the variables related to customers' data. It also
examines the relationships between the independent variables, studying how they are
interconnected and their associations with the dependent variable.

The findings from this study have the potential to provide valuable insights to both
banks and researchers, helping them gain a better understanding of customer
preferences and decision-making processes in the context of international banking
for trade. Furthermore, it may pave the way for improved strategies and services

tailored to meet bank customers' needs better.

4.1. Data Analysis

A reliability test was conducted using the existing data to ensure the reliability and
accurate assessment of the research variables. The Statistical Package for Social
Science (SPSS) version 26 was used to perform the test and obtain the results.
Additionally, the Pearson Correlation Coefficient was computed to measure the
correlation between the variables. Considering the study's goals, we conducted a type
of analysis called exploratory factor analysis. This method helps to group related
variables into broader categories or factors. It lets us notice the data more clearly and
use the results for further analyses. In this analysis, we looked at how closely each
variable is connected to a specific factor using "factor loading."” This number

between -1.00 and +1.00 tells us how strong the connection is.
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Higher values mean a stronger association between the variable and the factor
(Ansari, 2019).

We used a technique called Principal Component Analysis (PCA) with varimax
rotation to examine the responses. This technique helps us understand patterns
among many variables simultaneously, revealing hidden dimensions that might not
be obvious but are essential for understanding the data. We also checked the
reliability of the results within different groups of factors using Cronbach's alpha.
This test helps ensure the consistency of the results within each group. We used PCA
with varimax rotation for the exploratory factor analysis to identify meaningful
factors that describe the original concept. We only kept variables that had a factor
loading of at least 0.50. Because values more significant than this are generally
considered necessary according to previous research (Hair, Black, Babin, &
Anderson, 2009)

4.2. Empirical Results

4.2.1. Participants' Demographic Information in the Survey

Participants' demographic information is analyzed in descriptive analysis. Table 4.1.
shows the demographic profile of the participants based on gender. A total of 130
participants were involved in the present study. Descriptive analyses were conducted
to examine several demographic variables. The first variable under examination was
gender, comprising 100 male participants, accounting for 76.9% of the sample, and

30 female participants, representing 23.1% of the sample.

Table 4.1. Demographic Profile of the Participants Based on Gender

Gender
Frequency Percent | Valid Percent Cumulative Percent
Male 100 76.9 76.9 76.9
Valid | Female 30 23.1 23.1 100.0
Total 130 100.0 100.0
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The second demographic variable investigated was age, revealing that 35
respondents (36.9%) were under the age of 30, 43 participants or 33.1% were in the
age range of 30 to 39, 39participants, or 30%, were in the age range of 40 to 50, and
13 participants or 10% were aged above 50 (Table 4.2).

Table 4.2. Demographic Profile of the Participants Based on Age

Cumulative Per-

Age Frequency Percent Valid Percent cent
Under 30 35 26.9 26.9 26.9
30-39 43 33.1 33.1 60.0
Valid | 40-50 39 30.0 30.0 90.0
Over 50 13 10.0 10.0 100.0

Total 130 100.0 100.0

In this research, the third demographic variable under consideration was nationality.
Among the participants, 86.9% (113 individuals) identified themselves as Turkish,
whereas the remaining 13.1% (17 participants) were non-Turkish respondents (Table
4.3). The non-Turkish group comprised participants from diverse backgrounds, inc-
luding 10 participants from Iran and seven from Chad, Egypt, Palestine, Somalia,

Afghanistan, Israel, and Jordan, with one participant from each country.

Table 4.3. Demographic Profile of the Participants Based on Nationality

Nationality Frequency | Percent | Valid Percent | Cumulative Percent
Turkish 113 86.9 86.9 86.9
Valid gﬁ”e Turk- 17 13.1 13.1 100.0
Total 130 100.0 100.0
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The fourth demographic variable tested in this research is education level. Among
130 participants, 28 participants, or 21.5%, were high school diploma holders, 85
participants, or 65.4%, were bachelor's degree graduates, and 17 participants, or

13.1%, were master's degree or higher education graduates (Table 4.4).

Table 4.4. Demographic Profile of the Participants Based on Education

Education Frequency Percent Valid Percent Cumulative Percent
Diploma 28 21.5 215 21.5
Bachelor Degree 85 65.4 65.4 86.9
Valid
Master's Degree or Upper 17 13.1 131 100.0
Total 130 100.0 100.0

In the initial section of the questionnaire, apart from gathering demographic
information, we inquire about various aspects related to the company. These include
the company's history and duration of operation in the export sector, the workforce
size, the nature of transactions, the specific industry or sector involved in export
activities, the annual export value, preferred shipping methods, the types of bank
credits utilized to facilitate exports, the current banking institutions used by
exporters, as well as any online platforms offered by the bank and participation in the
KOSGEB program which is a supporting program for businesses. Distributions of

the research sample by this information are presented in the Tables below.

Among the inquiries posed, participants were asked to indicate the length of time
their respective companies were operating. As evidenced in Table 4.5, the data
reveals that 42 respondents, equivalent to 32.3%, managed start-up enterprises under
five years old. Fifty-one individuals, accounting for 39.2%, oversaw companies aged
between 5 and 10 years. Furthermore, 23 participants, constituting 17.7%, presided
over businesses with a tenure of 10 to 20 years, while 14 respondents, comprising

10.8%, were at the helm of companies exceeding 20 years.
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Table 4.5. Distribution Based on the Operation Period of the Company

Company Operation Period

Frequency | Percent | Valid Percent Cumu:itr']\t/e Per-
Less than 5 years 42 32.3 32.3 32.3
5-10 years 51 39.2 39.2 71.5
Valid | 10-20 years 23 17.7 17.7 89.2
Over 20 years 14 10.8 10.8 100.0
Total 130 100.0 100.0

The participants were also inquired about their export experience. Out of the total, 66
individuals (50.8%) reported engaging in export activities for under five years.
Meanwhile, 40 people (30.8%) had been involved in exporting for 5 to 10 years. Ad-
ditionally, 23 respondents (17.7%) shared that their companies had a history of
export spanning 10 to 20 years, while 6 participants (4.6%) indicated export invol-

vement of over 20 years.

Table 4.6. Distribution Based on Export Business Period

Export Business Period

Frequency Percent | Valid Percent | Cumulative Percent
Less than 5 years 61 46.9 46.9 46.9
5-10 years 40 30.8 30.8 7.7
valid |10-20 years 23 17.7 17.7 95.4
Over 20 years 6 4.6 4.6 100.0
Total 130 100.0 100.0

The following question asked participants about the number of employees at their
companies. As indicated in Table 4.7, the results revealed that 65 individuals, consti-
tuting 50% of the research participants, managed businesses with a staff size ranging
from 2 to 10 people. Moreover, 52 respondents (40%) oversaw companies with emp-
loyee counts between 10 and 50. Furthermore, 10 participants (7.7%) reported
workforces of 50 to 250 people, while three individuals (2.3%) stated that their com-

panies employed more than 250 individuals.
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Table 4.7. Distribution Based on Number of Workforce

Number of Workforce
Frequency | Percent | Valid Percent | Cumulative Percent
1-10people 65 50.0 50.0 50.0
10-50people 52 40.0 40.0 90.0
Valid |50-250people 10 7.7 7.7 97.7
More than 250people 3 2.3 2.3 100.0
Total 130 100.0 100.0

Participants were inquired about their export endeavors, precisely the nature of their
activities. These activities were classified into three primary categories: goods, servi-
ces, and a combination of goods and services. Out of the total, 66 participants
(50.8%) were engaged in exporting tangible goods. Meanwhile, 19 individuals
(14.6%) provided export services, and 45 participants (34.6%) conducted export ope-
rations encompassing goods and services. It is common for businesses that offer pro-

ducts required by customers to fall into this dual category.

Table 4.8. Distribution Based on Type of Export Transactions

Export Type
) Cumulative Per-
Frequency | Percent | Valid Percent
cent
Goods 66 50.8 50.8 50.8
Services 19 14.6 14.6 65.4
Valid
Goods and services 45 34.6 34.6 100.0
Total 130 100.0 100.0

The participants shared information about their sector and industry involvement,
which was then documented in Table 4.9. This data was organized from the most to
the least common responses. Here's a breakdown of their answers: The category of
industrial and electronic products attracted 31 individuals, making up 25.6% of the

participants. Meanwhile, 27 people (22.3%) were active in textiles, clothing, and
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related products. Nineteen participants (15.7%) engaged in consumables and
furniture. Similarly, 14 people each (11.6%) were associated with wood and wood
products and agricultural and food products. The sector involving services like
tourism, consulting, and training accounted for 13 individuals, representing 10.7%.
Ten participants (8.3%) were engaged in transportation equipment and cars, while
seven (5.8%) pursued handicrafts and art. The exact number seven people (5.8%)
were occupied with energy-related products and technologies. In addition, five
individuals (4.2%) were active in the broader category of products. Pharmaceuticals
and cosmetics attracted 4 participants (3.3%), and metals and precious stones

engaged two people (1.7%).

Likewise, two individuals (1.7%) were associated with cinema and photography
activities and equipment. Notably, 32 participants (26.4%) opted for an alternative
category, suggesting that their specific field of activity was not covered in the

predefined options.

Table 4.9. Distribution Based on Industry of Export Activity of Participants

Export Sector Count COI%;:” N
Industrial products such as machinery, electronics, and chemicals 31 25 6%
Textiles and apparel, such as clothing, fabrics and leather goods 27 22 3%
Consumer goods such as household appliances, toys, and furniture 19 15.7%
'Wood and wood products 14 11.6%
Agricultural products, Processed food and beverages 14 11.6%
Services such as tourism, consulting, and education 13 10.7%
Transportation equipment, automobile, ship, railway, aircraft, and 10 8.3%

parts thereof

Hand-made products and works of art 5.8%

Energy products such as oil, gas, and renewable energy technologies 5.8%

Precious metals and stones such as gold, diamonds, and silver 3.3%

7
-
Pharmaceutical, medicine, sanitary and cosmetic 5 4.1%
4
2

Photographic or cinematographic Musical instruments and their parts 1.7%

Other 32 26.4%
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The survey included a question about the countries where exporters direct their
products. The responses were organized and presented in Table 4.10, ordered from
the most to the least common destinations. Of the participants, 101 individuals
(78.3% of respondents) reported exporting to EU countries. Additionally, 66
participants (51.2%) engaged in exports to Mediterranean countries, while 59
(45.7%) directed their exports to European countries outside the EU. Furthermore, 43
participants (33.3%) had export links with Asian countries, while 27 participants
(20.9%) reported exports to North African countries. Twenty-two participants
(17.1%) noted involvement with North America, whereas four respondents (3.1%)
had exports reaching South African countries. Similarly, 4 participants (3.1%)
conducted exports to South America, and two individuals (1.6%) were engaged in

exporting to Australian countries.

Table 4.10. Distribution of Participants Based on Target Country to Export

Target Country
Count Column N %
European Union 101 78.3%
Middle Eastern 66 51.2%
None European Union 59 45.7%
Asian Countries 43 33.3%
North Africa 27 20.9%
North American 22 17.1%
Sub-Saharan Countries 4 3.1%
South American 4 3.1%
Australian Countries 2 1.6%

Table 4.11 shows that companies were categorized into five groups based on their
annual export value in US dollars. In the first group, less than $500,000, there were
55 respondents, which accounted for 42.3%. The second group, ranging from
$500,000 to $100,000,000, had 43 participants, constituting 33.1%. An annual export
value between $1,000,000 and $5,000,000 placed 19 individuals (15.6%) in the third
group. The fourth group, encompassing export values of $500,000 to $10,000,000,
comprised 9 participants, equivalent to 6.9%. Lastly, the fifth group consisted of 4
people (3.1%) with an annual export value exceeding $10,000,000.
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Table 4.11. Distribution of Participants Based on the Value of Annual Export

Annual Export Value

. Cumulative
Frequency | Percent | Valid Percent
Percent

Less than 500,000 USD 55 42.3 42.3 42.3

500,000 — 1000,000 USD 43 331 33.1 75.4
valid 1000.000- 5,000,000 USD 19 14.6 14.6 90.0

5,000,000 — 10,000,000 USD 9 6.9 6.9 96.9

Over 10,000,000 USD 4 3.1 3.1 100.0

Total 130 100.0 100.0

The survey included an inquiry about the shipping methods employed by exporters to
their target countries, with responses detailed in Table 4.12. Air, sea, land, and rail
transportation were the primary shipping methods. Among the participants, 88 indi-
viduals (equivalent to 67.7%) indicated employing the land shipping method for their
exports. Additionally, 72 respondents (55.4%) reported utilizing the sea shipping
method, while 60 people (46.2%) opted for air shipping. Lastly, 4 participants (7.7%)

mentioned using rail shipping for their export operations.

Table 4.12. Distribution of Participants Based on Shipment Methods

Shipment Method Count ol N %
Road Transport 88 67.7%
Sea Freight 72 55.4%
Air Freight 60 46.2%
Rail Transport 10 7.7%

Regarding using bank credits in export, 34 participants (27.4%) rely on commercial
loans for their export activities. Similarly, 26 individuals (21%) utilize working capi-
tal loans for export purposes. Export insurance was chosen by 22 respondents
(17.7%), whereas 20 participants (16.1%) opted for letters of credit. Bank guarantees
are favored by ten individuals (8.1%), and a sole respondent (0.8%) employs export
credit insurance. Notably, 59 participants (57.6%) abstain from utilizing bank credit

for their export endeavors.
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Table 4.13. Distribution of Participants Based on Bank Credits They Apply

Bank Credits Count Column N %
Export trade loans 34 27.4%
Export working capital loan 26 21.0%
Export insurance 22 17.7%
Letters of credit 20 16.1%
Bank guarantees 10 8.1%
Export credit insurance 1 0.8%
I don't use bank credits 59 47.6%

Regarding the type of bank that the participants in the research are currently using
for their export activities, a list of active banks in Turkey was prepared, and accor-
ding to the information shown in Table 4.14, which is sorted from the most to the
least, the company distribution The participants were identified. Garanti Bank is at
the top of the table with 72 participants, 59%. After that, Zareet Bank with 42 parti-
cipants, 34.4%, and Ish Bank, with 41 participants, which includes 33.6%, are in the
second and third positions, respectively. Regarding the type of bank that the partici-
pants in the research are currently using for their export activities, a list of active
banks in Turkey was prepared, and according to the information shown in Table
4.14, Garanti Bank is at the top of the table with 72 participants, 59%. After that,
Zareet Bank, with 42 participants, 34.4%, and Ish Bank, with 41 participants, which
includes 33.6%, are in the second and third positions, respectively.

Table 4.14. Distribution of Participants Based on
Types of Banks They Utilize

Bank Type Count Column N %
Garanti BBVA 72 59.0%
Ziraat 42 34.4%
Is Bank 41 33.6%
Yapi Kredi Bank 30 24.6%
Halk Bank 21 17.2%
Vakif Bank 18 14.8%
QNB Bank 13 10.7%
Ak Bank 12 9.8%
Deniz Bank 9 7.4%
Ziraat Katilim 4 3.3%
Vakif Katilim 3 2.5%
Tiirk Eximbank 3 2.5%
Tiirkiye Finans Katilim 1 0.8%
Kuveyt Turk 1 0.8%
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KOSGEB (Small and Medium Industry Development Organization) is a Turkish
government agency operating under the Ministry of Industry and Technology. It
provides diverse support programs and incentives to foster the growth,
competitiveness, and development of Turkey's small and medium-sized enterprises
(SMEs). Through financial aid, grants, loans, training, consultancy, and technology
support, KOSGEB enhances SME capabilities, encourages entrepreneurship, and
contributes to Turkey's economic progress. Entrepreneurs and small business owners
can utilize KOSGEB initiatives for funding, process improvement, product
development, and market expansion. The agency's offerings may evolve in response
to changing SME needs and priorities ( kosgeb.gov.tr). In the questionnaire, a
question was asked about the participants' use of Kosgeb's support programs in
Turkey, and the respondents answered it according to Table 4.17. One hundred six
people, i.e. 81.5%, declared that they do not use the services of this government
program, and 20 participants, 15.4%, stated that they do not know about the Kosgeb
program and do not recognize it. Only four people, 3.1% of the participants, have

benefited from this program.

Table 4.15. Distribution of Participants Based on Using KOSGEB Program

. Cumulative
Frequency | Percent | Valid Percent
Percent
Yes 4 3.1 3.1 3.1
I do not know about KOSGEB 20 15.4 154 100.0
Total 130 100.0 100.0

4.3. Factor Analysis

Factor analysis comprises a set of techniques aimed at elucidating the connections
among variables by attributing them to underlying constructs known as factors. From
the standpoint of factor analysis, variables are interrelated due to shared yet
unobservable, influences. These influences are overarching about the directly
observed variables, as they account for the measurement variations. The objectives of
factor analysis encompass discerning the count of fundamental effects that underlie a

set of variables, quantifying the degree of each variable's connection with the factors,
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and gaining insights into the characteristics of these factors by observing their
contributions to performance across the variables (Cudeck, 2000).

4.3.1. Descriptive Statistics

Descriptive statistics in factor analysis refer to the basic statistical measures used to
summarize and describe the characteristics of the variables involved in the investiga-
tion. Descriptive statistics help provide an initial understanding of the data before
conducting a factor analysis and aid in interpreting the analysis results. Mean shows
the arithmetic average of a set of values. It gives an idea of the central tendency of
the data. Standard deviation measures the dispersion or spread of data points around
the mean. It indicates how much the values deviate from the average (DeCoster,
1998). Table 4.16 shows the descriptive statistics of this study in which the means
are arranged from highest to lowest.

Table 4.16. Descriptive Statistics

Mean | Std. Deviation N
Q18: Security and fraud prevention mechanisms 4.60 .618 130
Q10: 24/7 support 4.59 .655 130
Q9: Speed and efficiency of international transactions |  4.55 .599 130
Q11: Ease of communication and customer service 4.53 .685 129
Q21: Data security 4.48 .600 130
17: Informing customers about recent develop-
2ents in subsigies and exemptions P 442 620 130
Q15: Quality and discipline of bank services 4.42 .703 130
Q25: Service charges and transaction fees 4.38 .698 130
Q2: Physical presence and global network 4.38 781 130
Q4: Online banking 4.36 797 130
Q20: Bank's experience and specialty 4.36 624 129
16: Informing customers about recent economic
dQevelopmems g 4.35 701 130
Q19: Track record of supporting exports 4.34 .699 130
Q14: The focus of the bank on international trade 4.32 .694 130
Q13: Customized customer service and assistance 4.31 .692 130
Q27: Flexible payment terms 4.28 .845 130
Q24: interest/profit rate 4.26 793 130
Q22: Wide range of financial products and services. 4.26 732 130
Q3: Availability of ATMs 4.25 .890 130
Q26: Credit Insurance 422 726 130

44



Table 4.16. (cont.)

Q34: Respectful and friendly relationship 4.18 .698 130
Q6: Brand reputation 4.14 824 130
Q1: Bank location 4.12 .937 130
Q33: Services in multiple languages 4.03 .862 130
Q31: Face to face interactions 3.95 .951 130
Q30: Recommendations of other exporters 3.92 .853 129
Q12: Friendly relationship with bank staff 3.81 .907 130
Q32: Long history in the society and culture 3.79 921 130
Q23: Being a specialist in export 3.46 1.182 130
Q5: Mass media advertising 3.38 1.094 130
Q8: Loyalty 3.18 1.219 130
Q7: Foundation date 3.12 1.073 129
Q28: Aligning with religious sensitivities 2.58 1.328 130
Q29: Getting services from participating banks 2.54 1.325 130

4.3.2. Reliability Test for Variables

A reliability assessment is conducted to measure the consistency of variables.

Consistency pertains to the resilience of questionnaires in generating dependable

outcomes over time and under varying circumstances.

In this study, Cronbach's Alpha is employed to quantify the reliability of the test.

According to scholars, the optimal range for Cronbach's Alpha falls within 0.75 to

0.90. As indicated in Table 4.18, the reliability outcomes for variables in this

investigation surpass the 0.75 threshold of 0.859.

This result demonstrates the dependability of the questionnaire results and their

accurate alignment with the research subject (Sekaran, 1992).

Table 4.17 shows that there are some missing values. Listwise deletion means that

these cases with missing values in any of the variables used in the analysis are

completely excluded or deleted.
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Table 4.17. Case Processing to Do Reliability Test

N %
Valid 127 97.7
Cases Excluded 3 2.3
Total 130 100.0
a. Listwise deletion based on all variables in the procedure.

Table 4.18. Reliability Statistics, Cronbach's Alpha Test

Cronbach's Alpha N of Items

.859 34

4.3.3. Normality Test for Variables

In this study, Kolmogorov-Smirnov and Shapiro-Wilk tests are conducted to evaluate
the normality of variables. The test results are in Appendix C. Although it is a
requirement for factor analysis that the variables need to be normally distributed,
referring to the Central Limit Theorem, we continued our analysis (Hair, Black,

Babin, & Anderson, 2009).

4.3.4. Correlation Analysis

In this study, Pearson correlation was used to provide information about the linear
relationship between two variables, the significance of that relationship, and whether
it is statistically different from zero in both directions. This information is essential
for making informed interpretations and conclusions about the relationship between
the studied variables (Zikmund, 2003). The result of this test is presented in
Appendix B.
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4.3.5. Testing for Sampling Adequacy

Kaiser- Meyer- Olkin (KMO) measures the sampling adequacy for factor analysis. It
assesses Whether the data is suitable for factor analysis by evaluating how correlated
the variables are. The KMO statistic ranges from 0 to 1, where higher values indicate
better suitability for factor analysis. If the KMO value is close to 1, the variables are
well-suited for factor analysis (Leech, Barrett, & Morgan, 2015). With KMO at 0.81
(> 0.5) and significant Bartlett's, enough correlations exist for factor analysis. Table
4.20 confirms high KMO and significant Bartlett's.

Table 4.19. Measure of Sampling Adequacy, KMO and Bartlett's Test

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .810
Bartlett's Test of Sphericity Approx. Chi-Square 1675.782
df 378
Sig. .000

4.3.6. Principal Component Analysis

This section delves into applying Principal Component Analysis (PCA) to our data-
set. PCA is a powerful statistical technique utilized to uncover underlying patterns
and reduce the dimensionality of high-dimensional data while preserving essential
information. By employing PCA, we aim to extract meaningful insights from our
dataset and enhance our understanding of the relationships between variables
(Hooper, 2012). Table 4.20 presents the results of the PCA, including the principal
components and their associated five eigenvalues, with a cumulative variance of
64.893%.
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Table 4.20. Results of Principal Component Analysis

Total Variance Explained

- N Extraction Sums of Squared Rotation Sums of Squared
e Initial Eigenvalues : :

< Loadings Loadings

o

E Total % of vari- | cumula- total % of cumula- total % of | cumula-
3 ance tive % variance | tive % variance | tive %
16.021 30.104 30.104 | 6.021 | 30.104 30.104 | 3.834 | 19.172 | 19.172
2 |2.849 14.244 44347 | 2.849 | 14.244 44347 | 3.714 | 18568 | 37.739
3 |1.758 8.788 53.136 | 1.758 | 8.788 53.136 | 2.025 | 10.124 | 47.864
4 11.229 6.147 59.283 | 1.229 | 6.147 59.283 | 1.745 | 8.727 56.591
51.122 5.610 64.893 | 1.122 | 5.610 64.893 | 1.660 | 8.302 64.893
6 | .893 4.467 69.360

(2) .068 341 100.000

Extraction Method: Principal Component Analysis.

4.3.7. Scree Plot Analysis

The scree plot analysis helped us determine the optimal number of principal compo-

nents to retain. The juncture at which the curve's slope noticeably starts to flatten

(resembling an elbow) signifies the appropriate count of factors to be derived from

the analysis. As shown in Figure 4.1, an "elbow point" is observed at the fifth com-

ponent, indicating that retaining components 1, 2, 3, 4, and 5, mentioned in Table

4.20, would adequately preserve the majority of the variance in the data.
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Figure 4.1. Scree Plot

4.3.8. Communalities

Communalities in Principal Component Analysis refer to the proportion of variance
in an original variable that is explained by the extracted principal components. They
represent the shared contribution of the principal components to each variable. In
other words, communalities indicate how well the variance of a variable is captured
by the underlying factors identified through PCA (Cudeck, 2000). Communalities for
factors are presented in Table 4.21, and numbers are sorted from largest to smallest.
This suggests that approximately 91.2% of the variance in the "Q29" that refers to
getting services from participation banks is explained by the extracted factors, 91%
of the variance in the "Q28" that is aligning the bank with customers religious sensi-
tivities is explained, and 74.4% of the variance in the "Q4", online banking, is acco-

unted for by the identified latent factors and so on.

Table 4.21. Communalities

Communalities
Initial Extraction
Q29: Getting services from participating banks 1.000 912
Q28: Aligning with religious sensitivities 1.000 910
Q4: Online banking 1.000 744
Q16: Informing customers about recent economic developments 1.000 701
Q8: Loyalty 1.000 .700
Q30: Recommendations of other exporters 1.000 .694
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Table 4.21. (cont.)

Q27: Flexible payment terms 1.000 .685
Q13: Customized customer service and assistance 1.000 .679
Q17: Informing customers about recent developments in subsi-

dies and exemptions 1.000 670
Q18: Security and fraud prevention mechanisms 1.000 .662
Q5: Mass media advertising 1.000 .658
Q14: The focus of the bank on international trade 1.000 .640
Q11: Ease of communication and customer service 1.000 .639
Q15: Quality and discipline of bank services 1.000 .598
Q22: Wide range of financial products and services 1.000 .550
Q19: Track record of supporting exports 1.000 .542
Q32: Long history in the society and culture 1.000 .542
Q9: Speed and efficiency of international transactions 1.000 493
Q2: Physical presence and global network 1.000 .485
Q25: Service charges and transaction fees 1.000 476

Extraction Method: Principal Component Analysis.

4.3.9. Exploratory Factor Analysis

Exploratory factor analysis consists of methods such as principal-components
analysis and principal-axes analysis. These approaches have in common that the
researcher needs to pre-specify the nature of the latent variables, that is, which items
they define. Instead, by determining the number of factors sufficient to explain the
intercorrelations among variables, we extract these factors and then interpret factors
based on how strongly items reflect or load on these factors. This last procedure
often first involves rotating the factors, which serves to rescale the loadings so that
high loadings are as close to 1 or -1 as possible and low loadings are as close to 0 as
possible (Ansari, 2019) (Cudeck, 2000) (Hooper, 2012). In this study, the rotation
method was employed to simplify the factor structure and improve the
interpretability of the results. Provide context for the specific rotation method,
Varimax with Kaiser Normalization (Kaiser, 1958). We used the rotation method
several times to find the best arrangement of hidden factors. We fine-tuned the factor
structure through multiple iterations to capture the patterns among the variables. This
thorough process helped us choose the most potent and meaningful group of factors,
ensuring a detailed exploration and accurate final results. Table 4.22 presents the

conclusive outcomes derived from applying Exploratory Factor Analysis. Within the
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context of this study, a total of twenty variables, out of the initial thirty-two, were

strategically allocated to five distinct factor groups.

Table 4.22. Results of Rotated Component Matrix

Rotated Component Matrix?
) Component

s 2 1] 2 ] 3] 45
S 2 | Factor 1: Alternative Products and Services Factor loading
1 Q4: Online banking .849
2 Q27: Flexible payment terms .763
3 Q22: Wide range of financial products and services 716
4 Q11: Ease of communication and customer service .703
5 Q2: Physical presence and global network .619
6 Q18: Security and fraud prevention mechanisms 528 | .AT7 327
7 Q19: Track record of supporting exports 514 | .438

Factor 2: Information and High-Quality Services
8 Q16: Informing customers about recent economic de-

velopments 815
9 Q14: The focus of the bank on international trade 764
10 Q17: In_forming customers about recent subsidies and 756

exemptions
11 Q9: Speed and efficiency of international transactions .649
12 Q13: Customized customer service and assistance .615 -.357 | .363
13 Q15: Quality and discipline of bank services 467 | .588

Factor 3: Bank Institution Type
14 Q28: Aligning with customers' religious sensitivities 921
15 Q29: Getting services from participating banks 912

Factor4: Marketing and Customer Loyalty
16 Q8: Being loyal to my current bank 71
17 Q5: Mass media advertising of a bank 126
18 Q25: Service charges and transaction fees 355 | .315 -471

Factor 5: Bank Reputation
19 Q30: Recommendations of other exporters .803
20 Q32: Long history in the society and culture .626

Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 6 iterations.

4.3.10. Frame Work of the Study

Based on outcomes obtained through Principal Component Analysis (PCA), an
interpretive framework was formulated, as depicted in Figure 4.2. The rotational

outcomes yielded the extraction of five discernible factors: "Alternative Products and
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Services," "Information and High-Quality Services,” "Bank Institution Type,"
"Marketing and Customer Loyalty,” and "Bank's Reputation." This conceptual
framework elucidates the intricate interplay among the identified factors and their
consequential impact on the decision-making process of exporters when selecting
banking institutions. It serves as a navigational guide, affording the capacity to
investigate the intricate interrelationships among these pivotal elements

systematically.

Bank Selection in
Export Financing

Reputation

Bank \\ Bank Type

Marketing and Information and
Customer Alternative High-Quality
Loyalty Products and Services
Services

Figure 4.2. Factors That Influence Exporters Bank Selection Decision

4.3.11. Reliability Test of Extracted Factors

After conducting PCA on our dataset, five factors emerged. Cronbach's alpha was
employed to quantify internal consistency, ranging from 0 to 1. Higher values of
Cronbach's alpha indicate more substantial reliability among factors. It is calculated
as the average correlation among items, adjusted for the number of items. We com-
puted Cronbach's alpha for each factor. Table 4.23 shows the results of the reliability

test.
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Table 4.23. Reliability Statistics, Cronbach's Alpha Test

Reliability Statistics
Factors Cronbach's Alpha | N of Items
1. Alternative Products and Services 855 7
2. Information and High Quality Services 836 6
3. Bank Type 940 2
4. Marketing and Customer Loyalty 531 3
5. Bank Reputation 567 2

4.4. Association of Extracted Factors and Bank Preferences

A comprehensive analysis was undertaken to examine the association between the
extracted latent factors and the bank preferences exercised by the study participants.
Specifically, a statistical test was employed to determine the mean values of the iden-
tified factors about the choice of a specific banking institution. This analytical appro-
ach aimed to clarify the essential factors that held particular significance among in-
dividuals who selected a particular bank.In Table 4.24, a pattern regarding factors
caught the attention of participants who selected banks. People who chose Ziraat,
Vakif, Deniz, and Vakif Ktilim Banks preferred the 'Information and High-Quality
Services' factor.

On the other hand, those who selected Halk Bank, Garanti BBV A, Tiirk Eximbank,
and banks offering 'Alternative Products and Services' emphasized this factor—
exporters who cared more about the type of bank they chose than other factors favo-
red Kuveyt Turk Bank. Moreover, Is Bank, Yapi Kredi Bank, Ak Bank, Ziraat Kati-
lim, and Tirkiye Finans Katilim had customers who valued 'Marketing and Customer

Loyalty' more than other factors.
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Table 4.24. Association of Factors and Selected Banks

Bank Name Services Quality Ser- Type er Loyalty Reputation
vices
Mean Mean Mean Mean Mean
Ziraat Bank .11032 .28668 .19748 .02719 .18638
Halk Bank .34459 -.16010 .20110 -.24867 .45148
Vakif Bank .30192 .33544 -.17612 .02157 -.08155
Is Bank .05950 .02650 .03926 .07191 -.06211
Garanti BBVA 12912 .04602 -.10384 -.00991 -.16216
Yapi Kredi Bank -.01701 -.21426 -.07290 .23056 -.16580
Deniz Bank -.07027 .21385 -.08124 -.17284 -.18952
Ak Bank -.29057 .01793 -.04185 .27466 .03253
Ziraat Katilim -.91093 17204 .39441 .80734 31617
Vakif Katilim -.12327 77215 -.08997 .52699 .09847
Tiirkiye Finans Katilim .84873 .20188 -1.78801 2.19841 1.09151
Tiirk Eximbank .82204 50377 22217 -.21324 -.80308
Kuveyt Turk .66226 -.54117 1.67299 47638 -.72804
QNB Bank -.05585 -.05823 -.27357 -.29513 -.29931

4.5. Association of Extracted Factors and Export Sector

Table 4. 25 shows the factors that have captured participants' attention when making
their bank selections within various export activity sectors. Notably, specific sectors
exert a significant influence on participants' decision-making processes. Participants
who favored banks associated with 1, 4, 5, and 10 export activity sectors demonstra-
ted a distinct preference for "Alternative Products and Services™ factors. This result
implies a heightened consideration for product offerings and promotional strategies.
Conversely, individuals aligning themselves with banks within sectors 2, 4, 9, and 13
notably emphasized the "Information and High-Quality Services" factor. This result

suggests a keen interest in access to comprehensive and relevant data.

Participants engaging with banks from sector 6 showcased a considerable concern for
the specific type of bank. This finding highlights the pivotal role that bank categori-
zation plays in shaping their decision-making process. Sectors 3, 8, and 11, alongside

their associated "Marketing and Customer Loyalty" factors, emerged as noteworthy
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influencers for specific participants. This issue underscores the significance of effec-
tive marketing strategies in influencing the decisions of these individuals. Within
sectors 8 and 12, the "Bank Reputation™ factor took center stage for participants. This
result underscores the pivotal impact of a bank's reputation on the decision-making
dynamics. The observed findings provide valuable insights into the intricate interplay
between distinct factors and participants' bank preferences across diverse export acti-
vity sectors. This nuanced understanding contributes to a deeper comprehension of
the multifaceted considerations driving bank selection within the context of export-

oriented endeavors.

Table 4.25. Association of Factors and Export Sector

Alternative Information Marketing and R

Industry or Sector of | Products and and High Bank Customer Bank S
ngport Services  Quality Services Type Loyalty Reputation

Mean Mean Mean Mean Mean

Setcl 44631 -.34879 .03153 .32620 .19036
Setc2 16571 21731 -.25953 .05599 .04017
Sect3 -.00974 -.24963 .03554 .28100 .23792
Sect4 51377 64785 -.18615 -.22627 .33928
Sect5 .38017 -.13628 -.20315 -.04256 -.45984
Sect6 -.06782 -.02271 .32125 02717 11335
Sect7 -.34010 -.45784 -.43045 .06588 -.37931
Sect8 -.12360 -.28150 -.13957 -.07393 .15582
Sect9 11834 .20053 51917 - 17117 -.57262
Sect10 .69759 .00763 .37148 .21879 -.55153
Sectl1 -.40353 -.60221 14421 .28075 .14665
Sect12 .19095 11988 -.13554 -.49990 .36649
Sect13 -.09978 .13360 10729 -.30990 -.14064

Sectl: Agricultural products, Processed food and beverages

Sect2: Industrial products such as machinery, electronics, and chemicals
Sect3: Textiles and apparel, such as clothing, fabrics and leather goods

Sect4: Energy products such as oil, gas, and renewable energy technologies
Sect5: Precious metals and stones such as gold, diamonds, and silver

Sect6: Consumer goods such as household appliances, toys, and furniture
Sect7: Pharmaceutical, medicine, sanitary and cosmetic

Sect8: Transportation equipment, automobile, ship, railway, aircraft, and parts thereof
Sect9: Wood and wood products

Sect10: Hand-made products and works of art

Sect11: Photographic or cinematographic, Musical instruments and their parts
Sect12: Services, such as tourism, consulting, and education

Sect13: Other
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4.6. Association of Extracted Factors and Export Target Country

Exporters who select specific regions as target countries for export demonstrate dis-
tinctive inclinations concerning their banking preferences. Those participants favo-
ring banks linked to European Union countries, South America, and North Africa
exhibited a pronounced proclivity for the 'Information and High-Quality Services'
factor. This result suggests a heightened significance placed on access to information
and services. Contrastingly, participants' exports to non-European Union and Asian
countries displayed a marked penchant for the 'Alternative Products and Services'
factor. This issue underscores an evident interest in diverse banking offerings and
innovative services. Participants whose target country is the North American region
indicated a significant preference for the 'Bank Type' category as a pivotal factor
guiding their choices. This result highlights the role of bank categorization in shaping
decision-making processes within this region. In a notable alignment, participants
that export to Middle Eastern countries, sub-Saharan countries, and Australian count-
ries show an overarching emphasis on the 'Marketing and Customer Loyalty' factors.
This finding underscores the critical impact of effective marketing strategies and
customer loyalty to export to these regions. By deciphering these findings, we gain
valuable insights into the intricate interplay between distinct factors and participants'

bank preferences across diverse export target regions.

Table 4.26. Mean of Factors for Target Country

Alternative Infqrmation_and Bank Marketing Bank
Target Country to Productsand  High-Quality Type and Customer Reputation
Export Services Services Loyalty

Mean Mean Mean Mean Mean
European Union .03717 .07145 -.04833 -.01993 -.05104
None European Union .10700 .07413 -.15481 .01462 -.12099
North American -.07839 -.09149 11525 -.13618 -.13108
South American .54359 .73330 .54590 17139 .39445
Asian Countries .16390 .09758 -.09454 -.14235 .02081
Middle Eastern -.12696 -.02334 -.12648 .08087 .06388
North Africa -.09307 .19099 .05237 .15336 -.09103
Sub-Saharan Countries -.33275 .62030 .63034 .73921 -.00408
Australian Countries .06709 -.76504 -.03751 54757 -.87829
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4.7. Discussion

This section encompasses a brief of the key findings derived from the research in the
preceding chapters and an overview of those results. The previous chapter presents
relevant statistics and outcomes, which also shed light on the implications and
limitations of the study. Furthermore, suggestions for future studies are provided to
ensure a comprehensive understanding of this research, and the conclusion is duly

addressed in this chapter as well.

4.7.1. Overview of Statistical Analysis

The main aim of this study was to explore the diverse factors that shape exporters'
perspectives on their bank preferences for banking services and transactions within
Turkey. Thus, descriptive and inferential analyses were utilized to discern the
interconnections between consumers and their banking choices across thirty-two
variables sourced from existing literature and prior research studies. Questionnaires
were distributed through online platforms and in-person interactions to ensure a
diverse and representative sample. The researchers cared to collect valid and reliable
responses for further analysis. A total of one hundred and thirty questionnaires were
collected among exporters in Turkey.

Two statistical tools were utilized for analysis: SPSS (Statistical Package for the
Social Sciences) and Microsoft Excel. These tools allowed the researchers to conduct
both descriptive analysis, which provided a summary of the data and its
characteristics, and inferential analysis, which enabled them to draw conclusions and

make predictions about the population based on the sample data.

Factor analysis results show that the variables examined in this study affect the
exporter's decision to choose a bank. Table 4.22 presents the outcomes of a process
where related factors were grouped together in a rotated component matrix. The
results displayed in this table illustrate five primary categories that might impact a
customer's bank selection decision. These categories have been labeled as follows:

(1) Alternative Products and Services, (2) Information and High-Quality Services,
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(3) Bank Institution Type, (4) Marketing and Customer Loyalty, and (5) Bank
Reputation. The first category, "Alternative Products and Services," is comprised of
seven variables: online banking (with factor loading F.L. = .849), flexible payment
terms and foreign exchange options (F.L. = .763), a wide array of financial products
and services (F.L. = .716), accessible communication and customer service (F.L. =
.703), physical presence and global network (F.L. = .619), security and fraud
prevention mechanisms (F.L. = .528), and a track record of supporting exports (F.L.
= .514). The second extracted category, "Information and High-Quality Services," is
composed of four vital variables: informing customers about recent economic
developments (F.L. = .815), focusing on international trade with skilled staff (F.L. =
.764), informing customers about recent subsidies and exemptions (F.L. = .756), and
the speed and efficiency of international transactions (F.L. = .649), along with
customized customer service and assistance (F.L. = .615) and the quality and
discipline of bank services (F.L. = .588).The third factor identified through the
analysis is "Bank Institution Type." This factor encompasses two key variables:
aligning the bank with customers' religious sensitivities (F.L. = .921) and obtaining
services from participating banks (F.L. = .912). The fourth factor emerging from the
analysis is referred to as "Marketing and Customer Loyalty," consisting of three
variables: loyalty to one's current bank (F.L. = .771), mass media bank advertising
(F.L. = .726), and consideration of service charges and transaction fees (F.L. = -
A471). The final category, "Bank Reputation,” is formed of two variables:
recommendations from other exporters (F.L. = .803) and a long-standing history in
society and culture (F.L. = .626).

The Mean statistics outcome (Table 4.16) reveals that among the 32 variables, 24
variables have a mean value exceeding 4.00. This result signifies these variables'
significant importance for Turkish exporters when choosing a bank for their financial
requirements. Among these 24 variables, the aspect that stands out the most for
consumers in their bank selection process is the concern for "security and fraud
prevention mechanisms.” This concern is because the world is moving towards
digitization at an indescribable speed, and knowledge and information have spread
amazingly worldwide and created significant challenges for organizations
responsible for protecting people's personal and vital information. Therefore, credit

institutions and banks must make practical solutions and decisions to maintain their
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customers' information security. Another important variable that exporters in Turkey
consider when choosing a bank is the variables related to customer service, 24/7
support, speed, and efficiency of international transactions. Service speed and
efficiency, ease of transactions, and waiting time to receive services are also crucial
for customers. It could be explained in this way that in today's business world, which
is developing and progressing rapidly, all processes happen very quickly. High speed
and ease are essential for financial transactions in the business world. Since the trade
between different countries is done with different time zones, the banks that provide
services for exporters should be available 24 hours a day, seven days a week, in order
to be able to interact with all the destination countries with different working hours

and days.

An additional crucial factor for exporters was the significance of the bank's advisory
services, which encompassed keeping clients informed about emerging economic
trends within the realm of commerce. Engaging with these advisory services within
the commercial sector empowers exporters to discern fresh opportunities for
engagement and investment. Among the variables, service costs and prices are also
essential items that exporters pay attention to when choosing a bank. This issue
depends on the nature of business activities because business aims to earn more
profit and less cost. Therefore, exporters prefer banks with the lowest fees for

services.

Another important variable that customers consider is the location of the bank and its
availability. Customers care about the presence of many ATMs throughout the
country where they live, and it is also essential to have their desired bank branches
inaccessible places. Today, online platforms and applications have solved many
problems of accessing banking services.

The next thing exporters care about is their relationship with bank personnel and
employees. They need to have good relations with bank employees. Also, they
expect the bank personnel who provide services in the field of export to be specialists
and experts in the field of international trade so that they can best carry out the

affairs related to export transactions.
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Also, a wide range of export-related services is vital for customers because they
expect their bank to provide all the services they need about export affairs so that the

export process can be done more quickly and efficiently.

Another variable that exists is related to cultural and social factors. In this case, the
exporters prefer banks suggested by their partners more than banks they get to know
through advertisements. Exporters trust the experience of their colleagues more than
other advertising sources. Exporters sometimes consider their religious tendencies in
choosing a bank in Turkey. The reason may be that many Muslim exporters do

business in Turkey.

The bank’s reputation is also one of the factors that exporters consider when
choosing a bank. Considering the competitive environment between banks and
financial and credit institutions, the more famous banks provide better services, the

more successful they will attract customers.
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CHAPTER V

CONCLUSIONS

The primary objective of this study is to identify the key factors influencing
exporters in Turkey when selecting a bank for their banking services. The research
involved a total of 130 respondents. The findings from the descriptive statistics
revealed that among the thirty-two variables related to bank selection, the majority
exhibited significantly high average values, indicating their utmost importance to
consumers. Additionally, several variables displayed above-average mean values,
signifying their recognition as essential factors. Within the thirty-two customer
service variables examined, social and cultural factors and bank reputation were

found to be of the most minor importance, as indicated by the lowest average value.

Furthermore, a factor analysis was conducted, which classified all thirty-two
variables into five distinct factors. The first factor encompassed seven variables
associated with "Alternative Products and Services,” and the second factor involved
six variables related to "Information and High-Quality Services," which are the most
important factors among others as indicated by the highest average value. The third
factor consisted of two variables about "Bank Institution Type" with the most minor
importance. The fourth factor, "Marketing and Customer Loyalty,” includes three
variables. The fifth factor is Bank Reputation, which has two variables. Notably, 12
variables yielded factor loads upper than 0.7 during the factor analysis, signifying
their significance in this study's context. These findings underscore these factors'
crucial role in influencing exporters' decisions when choosing a bank for their

banking needs in Turkey.

5.1. Practical Implications and Study Limitations

The findings of this study have significant practical implications for both banking
institutions and consumers. In particular, banks operating in Turkey can capitalize on

the insights derived from this research to align their services with consumers'
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preferences. Financial institutions can tailor their strategies by understanding the
aspects that hold importance for consumers in selecting a bank. This subject may
address concerns related to alternative products and services, information and high-
quality services, bank institution type, marketing and customer loyalty, and bank
reputation. By paying attention to these factors, banks can enhance their appeal and

attract more customers to their organization.

On the other hand, consumers can benefit from the knowledge gained through this
research. They can become informed about the factors Turkish exporters consider
while choosing a bank for their financial requirements. With this understanding,
consumers can make more informed decisions regarding their financial preferences

and banking needs.

It is worth noting that this research was conducted in Turkey with a sample of 130
respondents. Similar studies with comparable themes could be conducted in other
regions worldwide, with larger sample sizes to yield more robust results. Future
research in this domain could also employ a broader range of statistical tools and
techniques beyond simple statistics like Mean and Standard Deviation. Exploring
associations and the impacts of various factors on each other could provide more
comprehensive and validated insights. These advanced statistical analyses could
further enrich our understanding of the factors influencing bank selection and

customer behavior in the financial industry.
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APPENDIXES

APPENDIXE A

Table A.1. List of Banks in Turkey

Deposit Banks

Foreign Banks

State-owned Deposit Banks

Foreign Banks Founded in Tiirkiye

Tiirkiye Cumhuriyeti Ziraat Bankast A.S. Alternatifbank A.S.
Tiirkiye Halk Bankasi A.S. Arap Tiirk Bankasi A.S.
Tiirkiye Vakiflar Bankasi T.A.O. Bank of China Turkey A.S.
Privately-owned Deposit Banks Burgan Bank A.S.
Akbank T.A.S. Citibank A.S.
Anadolubank A.S. Denizbank A.S.
Fibabanka A.S. Deutsche Bank A.S.
Sekerbank T.A.S. HSBC Bank A.S.

Turkish Bank A.S. ICBC Turkey Bank A.S.
Tirk Ekonomi Bankasi A.S. ING Bank A.S.

Tiirkiye Is Bankas1 A.S. MUFG Bank Turkey A.S.
Yap1 ve Kredi Bankasi A.S. Odea Bank A.S.

Development and Investment Banks

QNB Finansbank A.S.

State-owned Development and Investment

Banks Rabobank A.S.
Iller Bankas1 A.S. Turkland Bank A.S.
Tiirk Eximbank Tiirkiye Garanti Bankasi A.S.

Tirkiye Kalkinma ve Yatirim Bankasi A.S.

Foreign Banks Having Branches in Tiirkiye

Privately-owned Development and Invest-
ment Banks

Bank Mellat

Aktif Yatirnm Bankasi A.S.

Habib Bank Limited

D Yatirim Bankas1 A.S.

Intesa Sanpaolo S.p.A.

Destek Yatirim Bankasi A.S.

JPMorgan Chase Bank N.A.

Diler Yatirim Bankas1 A.S.

Société Générale (SA)

Golden Global Yatirim Bankas1 A.S.

Foreign Development and Investment Banks

GSD Yatirim Bankas1 A.S.

Bank of America Yatirim Bank A.S.

Istanbul Takas ve Saklama Bankas1 A.S.

BankPozitif Kredi ve Kalkinma Bankas1 A.S.

Misyon Yatirim Bankasi A.S.

Pasha Yatirim Bankas1 A.S.

Nurol Yatirim Bankasi A.S.

Standard Chartered Yatirim Bankasi Tiirk A.S.

Q Yatirim Bankast A.S.

Banks Under the Deposit Insurance Fund

Tera Yatirim Bankasi A.S.

Adabank A.S.

Tirkiye Sinai Kalkinma Bankast A.S.

Birlesik Fon Bankas1 A.S.

Tiirk Ticaret Bankasi A.S.

Source: Turkiye Bankalar Birligi (TBB, 2023) www.thb.org.tr
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APPENDIXE B

Table B.1. Correlation

Q Q Q Q Q Q Q 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 Q0 @ Q 9 9 9 9 9 a
1 2 3 4 5 7 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 31 32 33 34
Pear-
son 1
Q Corre-
1 lation
Sig. (2-
tailed)
Pear-
son 0.1 1
Q Corre- 72
2 lation
Sig. (2- 0.0
tailed) 51
Pear-
son 29 .23 1
Q Corre- 1 1~
lation
3
Sig. (2- 0.0 0.0
tailed) 01 08
Pear-
son .26 .44 21 1
Q Corre- 5" 7" 2"
4 lation
Sig.2- 0.0 0 00
tailed) 02 15
Pear-
son 0.1 0.1 0.1 0.1
Q  Corre- 69 27 62 1
5 lation
Sig. (2- 0.0 0.2 0.1 0.0
tailed) 55 12 65
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Table B.1. (cont.)

Pear-
son 0.1 .37 0.1 .36 0.1 1
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APPENDIXE C

Table C.1. Test of Normality

Kolmogorov-Smirnov? Shapiro-Wilk

Statistic df Sig. Statistic df Sig.
Q1 260 129 .000 804 129 .000
Q2 313 129 .000 735 129 .000
Q3 261 129 .000 762 129 .000
Q4 270 129 .000 684 129 .000
Q5 220 129 .000 901 129 .000
Q6 253 129 .000 .809 129 .000
Q7 213 129 .000 .893 129 .000
Q8 211 129 .000 897 129 .000
Q9 366 129 .000 687 129 .000
Q10 382 129 .000 592 129 .000
Q11 367 129 .000 674 129 .000
Q12. 305 129 .000 843 129 .000
Q13 275 129 .000 778 129 .000
Q14 262 129 .000 737 129 .000
Q15 300 129 .000 .699 129 .000
Q16 257 129 .000 .688 129 .000
Q17 306 129 .000 735 129 .000
Q18 406 129 .000 649 129 .000
Q19 284 129 .000 768 129 .000
Q20 279 129 .000 754 129 .000
Q21 341 129 .000 719 129 .000
Q22 254 129 .000 768 129 .000
Q23 320 129 .000 837 129 .000
Q24 267 129 .000 782 129 .000
Q25 293 129 .000 742 129 .000
Q26 277 129 .000 762 129 .000
Q27. 262 129 .000 730 129 .000
Q28 240 129 .000 875 129 .000
Q29 243 129 .000 870 129 .000
Q30 265 129 .000 853 129 .000
Q3l 329 129 .000 795 129 .000
Q32 315 129 .000 835 129 .000
e 284 129 000 813 129 000
Q34 276 129 000 789 129 000

a. Lilliefors Significance Correction




APPENDIXE D

Research Questionnaire

Introduction

This questionnaire is a part of a research study being conducted as a requirement for the completion of
a master's degree thesis under the title of Factors Affecting Bank Selection in Export Financing:
The Case of Turkey, at Ibn Haldun University, School of Graduate Studies, Department of
Management, Istanbul, Turkey. The study aims to gather information on the relationship between
exporters and their bank selection in relation to trade financing in Turkey. To determine the factors
that exporters consider to select a bank to do their export transactions, we need your answers as
exporter in Turkey. Your participation is crucial for the success of this research project and we would
like to express our sincere gratitude to all participants who take the time to complete this
questionnaire. All information provided in this questionnaire will be kept confidential, and the data
collected will be used solely for research purposes. Please contact us if you have any question.
Researcher: Bahar Bahari

Supervisor: Dr. Nihat Giimiis

Section 1
The following are the demographic questions about you. For some questions you can click more than
one option, for such questions click all the options that apply to you.

1. Gender

Female

Male

2. Age

Under 30

30-39

40-50

Over 50

3. Nationality

Turkish

None Turkish

If you are not Turkish please mention your nationality; ..................
4. Education Status

Primary or Secondary School

Diploma

Bachelor Degree

Master Degree or Upper

5. How many years has your company been in operation?
Less than 5 years

5-10 years

10-20 years

Over 20 years

6. How long have you been in Exporting Business?
Less than 5 years

5-10 years

10-20 years
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Over 20 years

7. How many people work in your company?

1-10

10-50

50-250

More than 250

8. Type of export transactions

Goods

Services

Goods and Services

9. Industry or Sector of your export activity:

Agricultural products, Processed food and beverages

Industrial products such as machinery, electronics and chemicals
Textiles and apparel, such as clothing, fabrics and leather goods
Energy products such as oil, gas and renewable energy technologies
Precious metals and stones such as gold, diamonds and silver
Consumer goods such as household appliances, toys, and furniture
Pharmaceutical, medicine, sanitary and cosmetic

Transportation equipment, automobile, ship, railway, aircraft and parts thereof
Wood and wood products

Hand-made products and works of art

Photographic or cinematographic, Musical instruments and their parts
Services, such as tourism, consulting, and education

10. Your Destination or Target Country to Export: ..................
European Union Countries

Non- European Union Countries

North American Countries

South American Countries

Asian Countries

Middle Eastern Countries

North Africa

Sub-Saharan Africa

Australian Countries

11. The Value of export transactions per year

Less than 500,000 USD

500,000 — 1000,000 USD

1000.000- 5,000,000 USD

5,000,000 — 10,000,000 USD

Over 10,000,000 USD

12. What type of shipment do you typically use for your exports?
Air freight

Ocean and Sea freight

Road transport

Rail transport

13. What types of bank credits do you typically apply to support your export business?
Export working capital loans

Export trade loans

Export Insurance

Export credit insurance

Letters of credit

Standby letters of credit
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Bank guarantees

I do not utilize any bank credits

Other (please specify) .............

14. Which bank or banks do you currently utilize for your export business and transactions in
Turkey?

Ziraat Bankasi Vakif Katilim Bankasi

Halk Bank Tiirkiye Finans Katilim Bankas1
Vakif Bank Iktisat Bank

Is Bank Tiirk Eximbank

Garanti BBVA Tiirkiye Kalkinma Bankasi
Yapi Kredi Bank Emlak katilim

Deniz Bank Kuveyt Turk

Ak Bank AlBaraka Bank

iraat Katilim Bankasi TEB Bankasi

Tiirk Ekonomi Bankasi QNB Bank

If the name of your bank is not in the list please specify the name of your bank or banks: ................

15. Does your bank provide an online platform to conduct export credit process?
Yes

No

16. If your bank provides an online platform how frequently do you use it?
Never

Rarely (less than once a month)

Sometimes (1-3 times a month)

Often (4-6 times a month)

Very often (more than 6 times a month)

17. Have you ever used KOSGEB programs, services and funds?

Yes

No

I do not know about KOSGEB

18. If yes please specify the service or amount of fund that you get from KOSGEB; ...............

Section 2

The following are the statements that may affect your decision to choose a bank to do your export
business transactions. Kindly participate in the survey by expressing your degree of agreement with
each statement by choosing one of the options presented below.

Strongly agree , Agree , Neither agree nor disagree, Disagree, Strongly disagree

1. The location of the bank is important in selecting a bank to carry out my business transactions.

2. Physical presence and global network of the bank in my company’s export destination is important.
3. When selecting a bank, | look for one with many branches and ATMs throughout the country.

4. Efficient and convenient online banking and digital platforms provided by the bank are important
considerations for my export business.

5. Mass media advertising of a bank is important for my decision-making process to select a bank.

6. Bank's brand reputation is affecting in my decision to choose a bank for my exporting needs.

7. The foundation date and date ranking of bank effect my decision to select a bank.

8. Being loyal to my current bank is important to me even if other banks provide more services.

9. Speed and efficiency of international transactions are important to choose a bank.

10. The ability of the bank to provide support 24/7 is critical for my export business.

11. The ease of communication and customer service provided by the bank is important for me.
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12. 1 do not value to maintain a friendly relationship with the individuals working at my bank.

13. The customized customer service and assistance offered by a bank are critical in selecting a bank.
(understanding my specific exporting needs by the Bank)

14. When selecting a bank my preference is a bank that focuses on business and exports, and employs
skilled and experienced staff.

15. The quality and discipline of bank services is important for my export business.

16. It is important to me that my bank informs me about recent economic developments in
international markets.

17. It is important to me that my bank informs me about recent developments in subsidies and
exemptions in export sector.

18. It is essential for my export business that my bank provides robust security and fraud prevention
mechanisms.

19. Having a good track record of supporting exports and international trade is essential to choose a
bank.

20. The bank's experience and specialty in dealing with the exporting industry and financing is
essential.

21. The bank's compliance with regulatory requirements and standards like privacy regulations and
data security is important for my export business.

22. When selecting a bank for my exporting business, the availability of a wide range of financial
products and services (e.g. letters of credit, trade guarantees, export finance, loans, insurance etc.) is a
critical factor.

23. The bank'’s specialty in dealing with the exporting industry and export financing is not concerning
to me.

24. When it comes to selecting a bank, the interest / profit rate is a key consideration for me.

25. Service charges and transaction fees are significant factors for me when making a decision about
which bank to use.

26. The bank's ability to provide credit insurance is important for me when | want to choose a bank for
my expert business.

27. When selecting a bank, | look for ones that offer flexible payment terms and foreign exchange
options and services.

28. It is important to me to use a bank that aligns with my religious sensitivities.

29. Because of my religious sensitivities it is important to me get services from participation banks.
30. To choose a bank, recommendations of other exporters at the same industry is more important
than hearing about the bank from the other sources.

31. When it comes to choosing a bank, having the ability to meet in person and having face to face
interactions with bank personnel is important to me.

32. It is important is to me to do business with a bank that has a long history in our society and
culture.

33. Availability of services in multiple languages is crucial for me when I do export transactions.

34. It is important to me to have a respectful and friendly relationship with my bank personnel.
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